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The New 


FIBRE BOARD 
CUTTER from the 


Fibre Board 
Cutter 


Stanley Independent Fibre Board Beveler 


Companion tool to Fibre Board Cutter — can be used for 
cutting chamfers while No. 193 is set up for other cuts. 
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‘“‘TOOL BOX OF 
AMERICA” 


Fibre board manufacturers recommend decorative 
treatment to enhance the appearance of walls and 
ceilings. — 

Here’s the tool for the job. Every carpenter who 
works with this material needs one. It’s made to order 
for quick, profitable sales. 

Just one more profitable item from the ‘“* TOOL 
BOX OF AMERICA”—a dependable source for better 
quality tools in every price class. 


Descriptive circular upon request 


STANLEY TOOLS 
NEW BRITAIN, CONN. 
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THEY ALL LOOK TO STANLEY - - THE TOOL BOX OF AMERICA FOR THEIR TOOLS 
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JusT AMONG OURSELVES 


Marriages and Homes— 


Harry Glover, “The Hinge Ped- 
dler” for Griffin Mfg. Co., pro- 
vides some interesting data on 
marriages and home building as 
recorded in Baltimore and 
Chicago. He says that in 1926, 
there were 7329 marriages and 
5869 building permits for homes 
in Baltimore and that in 1934 
there were 6947 marriages, but 
only 119 permits for building 
new homes. His Chicago figures 
indicate that in 1926 there were 
43,323 marriages and 41,416 new 
homes, but that in 1934 there were 
41,750 marriages and only 189 
new home building permits issued. 
These figures indicate clearly the 
changed living habits that have 
developed in this country and 
likewise suggest the urgent need of 
a national campaign for more 
home building. It is significant 
that the drop in the number of 
marriages, in both cities, is rela- 
tively slight when compared .to 
the drastic drop in building per- 
mits issued for new homes. Such 
a shift in habits materially alters 
the complexion of the retail hard- 
ware business. It decreases sub- 
stantially the sale of the materials 
and hardware incident to home 
building, yet probably develops a 
new kind of market for a dif- 
ferent group of hardware 
goods. 


Vertical Market— 


Although apartment house 
dwellers are notoriously extrava- 
gant in their living habits, it is 
doubtful if their trade as in- 
dividual families is as desirable 
as the home owning families. 
Certainly the latter group enjoys 
a more substantial credit rating. 
At the same time, the same size 
plot of ground which would house 
two old-fashioned American fami- 
lies in two private homes, provides 
space for an apartment building 
which will house from 50 to 100 
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By CHARLES J. HEALE 
Editor, Hardware Age 


families of modern numerical 
strength. 

A hardware store located in an 
apartment house section can easily 
tap a market within a few square 
blocks which compares with the 
population of good little Amer- 
ican towns supporting two and 
even three hardware stores. The 
problem is to fit the stock, serv- 
ices, price, and merchandising 
attack to fit the picture. It is 
particularly important that all 
advertising /feature the kind of 
goods needed and wanted in the 
area served and likewise, impor- 
tant that the media used has the 
proper circulation. A Brooklyn 
dealer took names from the phone 
book to build a mailing list for 
his direct mail campaigns and 
featured outside paints, rubbish 
burners and such goods useful 
only to the private home owner. 
After several disappointing cam- 
paigns, he realized the mistake 
both of circulation and goods 
offered. Now he obtains names of 
tenants from janitors or takes 
them off the mail boxes when mak- 
ing deliveries and features goods 
needed in apartment houses. Re- 
sults of the new plan have been 
highly satisfactory and profitable. 
The majority of his natural pros- 
pects do not have phones in their 
own names, but are connected to 
apartment house switchboards as 
part of the service covered in 
rentals. 


Another Example— 


Several years ago a Mid- 
Western hardware dealer learned 
that his county was well up in 
front for number of autos per 
capita. He read that Ford, Chev- 
rolet and Plymouth sold more 
than half of the cars during the 
previous year and decided to con- 
centrate on auto specialties for 
these three makes. The new de- 
partment was a flop. He adver- 
tised. He had attractive windows 
and his merchandise was new and 


well chosen. But he couldn’t 
make any headway. To attempt 
a direct mail job, he purchased 
a county car owners list and there 
he found his answer. In his par- 
ticular community national aver- 
ages were no guide. Nash, Chrys- 
ler, Dodge, Buick and Essex com- 
bined had approximately sixty 
per cent of the preference. For 
these cars he had only very stand- 
ardized accessories and none of 
the luxury extras which car 


, owners love to buy. He too, 


changed his approach to fit the 
circumstances and began to con- 
centrate on accessories for the cars 
specifically popular in his trading 
area. The response to the change 
in stock assortment was not a new 
boom, but it was immediate and 
the department developed into a 
healthy part of the business. 
Hereafter, this dealer will buy 
county car owner’s lists annually 
and will study the trend of car 
popularity in his district. On 
these findings his stock purchase 
will be governed. 


Your Own Area— 


Whether your store is located 
in a rural section, in a lively but 
small village, a county seat, a 
middle sized city or a large metro- 
politan area, your problems are 
parallel in the selection of mer- 
chandise and your plan for mer- 
chandising. Your trading area 
may have certain peculiarities in 
preferences, needs, or habits. If 
you can determine these, your 
selection of goods and method of 
selling can be based on a more 
substantial footing than if you 
practice the too common hit or 
miss plan, or lazily accept a con- 
venient formula. All of the large, 
profitable merchandising _pro- 
grams are the results of careful 
and intelligent planning. They 
don’t just happen.: A_ current 
event, a style trend, daylight sav- 
ing, a drought, too much rain, 

(Continued on page 58) 
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17000 Duluthians Attend Opening of 


Kelley-Duluth Company's New 





ELEBRATING a_ recent 
+ move to a new location, 

Kelley-Duluth, prominent 
hardware and sporting goods 
dealers, of Duluth, played host to 
nearly one-sixth of the population 
of the city. This occurred on Sat- 
urday, April 27, the opening day 
of their sale. 

With every detail carefully ar- 
ranged in advance, the crowds 
were handled without difficulty or 
confusion. Flowers sent with con- 
gratulations of manufacturers, 
jobbers and local merchants added 
a pleasing atmosphere of color 
and cheer to the store interior. 
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Thousands of souvenirs were 
distributed. Manufacturers’ rep- 
resentatives conducted interesting 
demonstrations, newspapers ran 
full-page ads, open house was held 
for one week, old customers came 
to offer congratulations, new cus- 
tomers were established and a 
splendid volume of business was 
transacted. 

Noted for over half a century 
as one of Minnesota’s leading hard- 
ware and sporting goods stores, 
the Kelly-Duluth Company has ex- 
perienced a steady growth. Pre- 
vious to moving into the present 
quarters, the store was located at 


18 East Superior Street. Five 
years ago the business was pur- 
chased by E. A. Bergeron, a pio- 
neer hardware merchant and 
owner of the Hibbing Hardware 
of Hibbing, Minn. Mr. Bergeron 
still retains his interest in the Hib- 
bing store, which is now under the 
able management of Phil Berg- 
eron, a brother. 

The site of the present store is 
well adapted to the hardware busi- 
ness. Department stores, theaters, 
office buildings, banks and many 
other large commercial establish- 
ments are nearby. The store is 
near Third Avenue, West, and Su- 


HARDWARE AGE 








Tr fs 





Store 


purine GOODS cloves 
These four photos aie oS ool —_ ") 
show important |, ss 4 


points in the new 
Kelley-Duluth Store 





perior Street, one of Duluth’s 
busiest corners. 

The store is 50 ft. wide by 120 
ft. long. The main floor fronts on 
Superior Street, the lower floor on 
Michigan Street; a sub-basement 
is also occupied, giving a total 
floor area of 18,000 sq. ft. Offices 
and the builders’ hardware sec- 
tion are located on the mezzanine 
floor. 

Fixtures of modern design are 
used for the display of the tools, 
sporting goods, tackle and house- 
wares. Samples are neatly mount- 
ed and special concealed illumina- 
tion is provided for the tool 
counters. 





The paint department occupies 
the entire front section of the 
store, the shelves extending be- 
tween the two entrances. House- 
wares, glassware, enamelware and 
cooking utensils are prominently 
displayed on open counters. Space 
is provided for demonstration and 
display of washers, cleaners and 
ironers. Ranges occupy a space 
toward the rear. Power tools, 
wheel goods, golf supplies, elec- 
tric refrigerators and radios are 
other important lines. 

Fixtures are painted light ivory, 
trimmed with black, giving the 

(Continued on page 70) 
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Simple Action Element 


Increases Public Interest 
in Fishing Tackle Display 


little action element included 
in the display windows of 
the Bishop (Calif.) Hardware and 
Supply Company to draw attention 
to fishing tackle and fishermen’s 
supplies. It consists of a cut-out 
representation of a small boy 
kneeling beside a pond, casting his 
hook and line in and out of the 
water. The accompanying sketches 
are representative of a front 
view (Fig. No. 1) of the boy, and 
a rear view (Fig. No. 2) of the 
cut-out and the electrical con- 
trivance that produces the action. 
Because the window is shallow, 
the figure was made only 20 in. 
high. The pond was constructed 
of small stones cemented in the 
form of a rim around an irregular- 
ly shaped shallow pan which con- 
tains water about an inch in depth. 
The background consists of an oil 
painting portraying mountain 
scenery and fishing streams. 


Sites yet effective is the 


Electro-Magnet 


The action is produced by at- 
taching an electro-magnet to a 
lever on the pivoted arm. To be 
more exact, the iron bar of the 
magnet is suspended from the lever 
while the coil is fastened to the 
rear of the cut-out directly below 
the end of the bar. 

When the electric current is 
turned on, the bar is drawn into 
the coil and the boy’s arm is 


raised. When the current is turned 
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Simple mechanism of this action window display idea for featuring fishing 


tackle is shown in these two illustrations. 


Above is front view as seen by the 


public and the small cut below shows the construction and action equipment 


as seen from the rear. 


off the weight of the arm causes 
it to drop quickly and the bar is 
pulled out of the coil. 

A flasher button is included in 




















the circuit to make and break it 
at intervals of a trifle more than 
a second; so the fisher boy’s arm 
rises and falls and the hook and 
line drop into the water and are 
jerked out overy two or three 
seconds. 

While the figure is small, it has 
proved one of the firm’s best at- 
tention arrestors, says H. A. Van 
Loon, manager. Where window 
space is ample, a larger figure may 
be used, but this would require an 
exceptionally large electro-magnet 
or another type of contrivance to 
produce jerky action. 
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Each year sees more high school students who are trained in the use of power tools. 
This hardware dealer sees great future trade. 





Homeworkshop Here to Stay 


says Henry Mono 


OBBIES come and go, but, 
H like many other hardware 

dealers, Henry Mono, of 
the firm of Eaton & Wilson, 218 
Bank Street, New London, Conn., 
sees an increasing demand for 
power-driven tools for homework- 
shops. High schools are making 
work requiring such tools part of 
their regular curriculum and more 


boys, and even girls, are becoming 
expert in their formative years. 
Parents are welcoming the whole- 
some interest and many make it 
an opportunity to find a common 
interest with their children. 
Among the customers of Eaton 
& Wilson are many professional 
and business men of New London, 
but they by no means make up the 


entire list. Mr. Mono recounted 
some interesting cases which 
showed a variety of reasons for 
taking up the work. Some have 
taken it up because of enforced 
idleness, some to help earn a 
living, but most of them have gone 
in for it with an enthusiasm that 
can only end in a desire for more 
expensive and elaborate home- 


New London hardware dealer has $8,000 power driven tool business 
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workshops. There was one man 
who purchased a modest equip- 
ment from Eaton & Wilson who 
confided that he had taken up the 
work in order to get away from 
convivial companions. The plan 
has worked and there have been 
more machines added to the orig- 
inal equipment. In another home, 
the husband had been the first to 
get the homeworkshop idea, and 
the wife, who did not care for 
the social life she could afford 
financially, cared nothing for 
bridge but was desirous of being 
home with her children, took up 
the work. She has progressed so 
rapidly that she can turn out any 
piece of craftsmanship or home 
equipment that a man can. She 
can turn a table leg as neatly as 
any expert. The illustration shows 
Mrs. C. C. Childs of New London, 
doing just that. 

Mr. Mono has his own workshop 
in the basement of his store and 
knows the capabilities of each ma- 
chine and can be of real assist- 
ance to the purchaser. Many of 


Tie 


his sales are the result of his con- 
tacts with the schools of New Lon- 
don and the surrounding country. 
Not only does he contact the in- 
structors and boards of education, 
but the pupils and their parents 
are acquainted with the Eaton & 
Wilson store. The instructors rec- 
ommend the tools to be purchased 
for the schools. Mr. Mono has the 
exclusive distribution of a well- 
known and popular line which 
helps to obtain for him a ready 
recognition, but he backs that 
recognition with real salesman- 
ship. In one instance the instruc- 
tor was frank to admit the ob- 
solescence of the equipment he 
was working with but stated that 
new machines were out of the 
question because of the dearth of 
money available. Mr. Mono in- 
quired the name of the board of 
education responsible for such 
purposes and visited him. He met 
the same flat statement, “no 
money.” He explained that for the 


want of a couple of hundred dol- 
lars the boys of that particular 
school would loose two to three 
years training and thus enter com- 
petitive life that far behind the 
boys of other schools. The board 
member had a boy of his own at- 
tending that school and this fact 
may have helped to drive Mr. 
Mono’s argument home. Finally, 
not only did he sell the board 
member a modern equipment for 
the school, but a homeworkshop 
for his own home. Mr. Mono be- 
lieves that many who protest the 
lack of money will prebably find 
it for some less important purpose. 
So he has a strong determination 
to advance the homeworkshop 
idea. In such cases, naturally, he 
has the support of the school in- 
structors, because their work is so 
much more satisfactory with mod- 
ern equipment. He is aided to- 
ward getting an audience and the 
weight of the instructor’s advice 
(Continued on page 53) 


The compact space, near the marine hardware department of Eaton & Wilson, 
New London, is a homeworkshop center of interest for Mono’s craftsmen 


customers. 
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Outing Show a Stimulator 
of Sportsmens Interest 


ing Show proved to be an 

effective method for stimu- 
lating interest in sporting goods 
in Los Angeles where the New 
York Hardware Trading Co. joined 
with kennel clubs, manufacturers, 
trailer builders and other firms in- 
terested in the promotion of vaca- 
tion interest. The cooperative 
effort elicited a tremendous re- 
sponse; over 125,000 persons at- 
tended the show during its five-day 
run. 

Realizing that the automobile 
is the center around which the 
average vacationist’s happy days 
turn, the Automobile Club of 
Southern California was tied in, 
the show being held on their 
grounds. This meant that an- 
nouncements were sent to all of 
their members and such publicity 
was valuable. In addition, the co- 
operative effort produced such an 
interesting event that much free 
newspaper space was obtained and 
this further attracted attention. 
Street banners and signs completed 
the advertising and had the “whole 
town talking.” 


Pits stow prove in an Out- 


The Outing Show was continued 
for five days. During that period, 
merchandise was sold both day 
and night to those attracted by 
the varied programs given. Among* 
the practically continuous pro- 
grams were archery and rifle 





shooting by experts, horseshoe 
pitching, homing pigeon racing, 
frog jumping contest, badminton, 
log chopping by lumberjacks. 
A huge pond was set up on the 
grounds of the Outing Show. 
(Continued on page 74) 


These exhibits of the New York Hardware Trading Co., Los Angeles, Cal., used painted back drops similar to those 
used in theatres, depicting vacation scenes in the local area. Above: One of the outing show stunts. An expert horse 
shoe pitcher knocks the paper bag off the intrepid lady’s head and makes a “ringer.” 
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Timely Window Trims 


OOD merchandising tells us 

to push those items that 

are in natural demand— 
goods in season. Here are three 
windows that are all steamed up 
with that determination. Install 
them early and tie in with them 
through store displays that back 
them up and advertising that calls 
attention to them. 

Canning season is right in line 
now and if you will talk canning 
equipment in your ads, display 
it in your windows and your store 
for the full duration of the season 
you will find that your sales will 
be greater than they would be if 
you had merely depended upon 
normal demand. 

Fishing and outdoor sports 
generally can come in for the 
same treatment. Push, push, push 
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by telling people about ‘ these 
items, showing them and asking 
customers to buy, not forgetting 
that more than half the battle is to 
have plenty of brilliant light. 


Make your windows work after 
closing hours by having them well 
lighted, telling people about your 
merchandise and showing it up to 
the very best advantage. 
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Trimmed by E. L. Lobban for Harlan Hardware Co., Harlan, Ky. 
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Hardware Curiosities 


By ROBERT PILGRIM 











THE PORTABLE SANDER , DEVELOPED BY 
THE CLARKE SANDING MACHINE CQ. 
OF MUSKEGON, , MICHIGAN, ENOLED 
FROM AN ATTEMPT TO MAKE AN AUTO- 
MOBILE-POLIGHING MACHINE. A FIZZLE, 2 


IT WAS TAKEN INTO A SALOON BY \\e 
THE DEPRESSED INVENTOR, \p 


JHE BARTENDER SUGGESTED THE 
ADDITION OF A PIECE OF SANDPAPER | = paiNTING CHURCHES OR HOUSES FORBIDDEN BY 
TO MAKE IT OF USE IN SMOOTHING | «1 AW IN NEW ENGLAND IN THE [7TH CENTURY/ THE PURITANS 
THE ‘TOP OF His BAR BELIEVED IN NO ORNAMENTATION WHATEVER ... BOSTONS 
FIRST CHURCH WAS NEVER PYNTED, INSIDE OR OL/T. MO 
PUNTERS WERE INCLUDED IM A LIST OF SKULED LABORERS 
. PUBLISHED IN MASEACHUSETTS IM 1670 


AN ANCIENT BONESHAKER” 
BICYCLE, THE SECOND 
BUILT IN ENGLAND, 1S 
GTILL IN UGE AND 
RIDDEN DAILY B¥ AL. 
WHITE OF TEWKESBURY, 
ENGLAND, 82./ 
THE BICVLE /S 
64 YEARS 
OLD. 








HUGE BASKETS AS TALL AS 

A MAN ARE USED BY NATIVES 

OF BASUTOLAND, SOUTH AFRICA, 
TO STORE GRAIN 


Copyright by Hardwore Age,/955 
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Cooperation the Key 


By H. F. STICKNEY * 


Executive director, Chicago & Cook County (Ill.) Retail 
Grocers and Butchers Association, makes final address at 


Congress. 


Urges hardware trade to utilize experiences of 


food and drug field in meeting corporate chain competition 
adapting the methods and plans to suit requirements. Stresses 
the need of leadership in making such plans successful. 


Omitted from NRHA Detroit Congress 
Story in July 4, 1935 Issue 


VERY man in this room knows 
E the background of retailing. 

The principles are unaltered, 
after a thousand years, but the meth- 
ods can and do change, almost over 
night. Cooperation is change and 
exchange, as inevitable as the pass- 
ing of time. 

Go back mentally with men ten 
years, fifty years, a century, yea, 
ten centuries, and let’s ask ourselves 
what changes have occurred in the 
principles of retailing. Are not the 
principles of buying, of manage- 
ment, of selling, the same today as 
of yore? Only methods change, and 
you have but to look around your 
own business neighborhood, your 
own field, possibly your own store, 
to see where and who has failed to 
differentiate between those two, prin- 
ciples and methods. 

Our food field, both local and na- 
tional, is littered with the wrecks of 
business and men who could not or 
would not make the distinction be- 
tween these two. I can speak on 
that score for the retail grocer. You 
will have to speak for the retail 
hardware man. 

During these past few days here, 
eminently successful men from other 
fields than your own have appeared 
before you up to this time. They 
have brought to you a wealth of ex- 
perience, information and known 
facts, pertaining to problems they 
are solving or have solved at least 
for the time being. These are the 
problems that you hardware men 
are or will be confronted with in 
the very near future, if they are not 
already before you. My prayer to 
you is that through the information 
placed before you by these men the 
past few days the hardware field 
may avoid bitter experiences and 





*For five years connected with 
Knapp & Spencer Co., Sioux City, 
Iowa, hardware wholesalers. 
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economic loss that your brother re- 
tailers in food, drugs and other lines 
have suffered. 

I know only too well the very 
thought in your minds at this mo- 
ment. It is this: “Well, all that 
these men have told us is no doubt 
true of their own fields, but those 
conditions do not apply to me or the 
hardware field.” If that is what you 
think, all I can say is that there are 
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none so blind as those who will not 
see. 

Only a little over a decade ago I 
was one of a committee of five re- 
tail grocers who called on the presi- 
dent of the largest wholesale grocery 
house in Chicago, if not the United 
States. Even then retailers were 
feeling the pinch of mass, or as we 
call it, corporate chain store compe- 
tition. I believe you call it syndi- 
cate competition. This committee 
asked the gentleman we called on 
for a round table conference from 
which there might come some form 
of cooperation that would enable in- 
dependent retailers to meet the 
methods of chain store competition. 
We were told that retailers need not 


worry, that chains or syndicates 
were only a flash in the pan, that 
no independent grocer even wanted 
the cheap business going to the 
chains. And today, the chain store 
corporations claim 65 per cent of 
the food store volume. We dispute 
that, but we will give them credit 
for half. And there was a man who 
had spent his life in the food job- 
bing business, who did not recognize 
the change in methods. Opportun- 
ity knocked, yes, battered, at the 
doors of that jobber, that day, be- 
cause out of that unsatisfactory in- 
terview there finally grew the largest 
voluntary chain of independent gro- 
cers in the country today. A little 
over five years ago I was told by 
the vice-president of the largest man- 
ufacturing or processing and can- 
ning jobbing house, all those func- 
tions in one, that the corporate food 
chains were all through, in the bank- 
ers’ hands, ready to pass out. Well, 
they passed out all right; they 
passed out such competition that 
more than 40,000 independent gro- 
cers and 12,000 independent meat 
shops have passed out of business 
permanently, and they were not 
replaced by other independent mer- 
chants. It was not a case of turn- 
over. 

Whether you will admit it or not 
today, you will have the same situa- 
tion to contend with. It is a trend, 
a tide that will engulf the hardware 
field just as surely as it has engulfed 
other retail fields. Remember, 
change is the only permanent thing 
in the universe. 

But out of this chaos there has 
come another trend, a trend or a 
tide that promises and is performing 
delivery, at least for us grocers, from 
the bondage of chain store or syndi- 
cate competition. It is cooperation, 
cooperation of those factors in man- 
ufacturing and distribution that have 
their all at stake, cooperation of re- 
tailer with jobber, cooperation of 
jobber with manufacturer. 

Whether you in your small corner 
and I in mine can see or understand 
all those details of any plan that 
you might be considering or not, a 
sound workable cooperative or vol- 
untary plan that is mutually advan- 
tageous for -all concerned has, is 
bound to have, many angles that 
may not appeal to or be understood 
by all individuals in it. But those 
angles are there for a reason. 

If you are sponsoring a plan (and 
this may apply more to jobbers than 
to retailers), look for retailers who 
will accept your leadership, rather 
than agreeing with you on all points 
and details. Sell cooperation, rather 
than a theoretical plan, and dare not 
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ask for loyalty and cooperation un- 
less you have that to offer which is 
mutually advantageous and entitles 
you to cooperation. 

In the food field there have been 
many, too many, so-called plans of 
cooperation that were to the benefit 
of the sponsor only. You will have 
them too. That is true of half or 
more of such plans or voluntaries 
in our field today, and they can be 
numbered by the hundreds. The 
wheat must be sifted from the chaff, 
the selfish, and in our field even 
racketeering plans must be elimi- 
nated. Here is where your associa- 
tion can be of real service, can be 
depended on for impartia! informa- 
tion. Use it. 

Active cooperation plans or volun- 
taries are not really in their teens 
yet. I am speaking of the food 
field, please. . Most of them can 
count their birthdays on their fin- 
gers. But into that ten years or less 
there has been crowded a whole 
commercial lifetime. 

Starting mainly with an idea that 
something had to be done to help 
the retailer, the first thought was 
price, the price of the consumer 
that would meet competition of the 
syndicate or thé corporate chain 
stores. Small groups of retailers 
pooled their requirements for that 
type or class of merchandise that 
mass or chain distribution was offer- 
ing to the public. Any number of 
these groups of retailers, numbering 
from 20 to 50 merchants each have 
developed into wholesale or jobbing 
houses. Prices, costs, were a domi- 
nant thought in all of them. Before 
long, many established jobbers, in 
order to meet that price competition, 
would organize a cash and carry de- 
partment of their own business, 
wherein those highly competitive na- 
tionally known items of merchandise 
used as leaders to attract trade to 
chain stores could be purchased by 
their independent retailers at close 
to cost, these jobbers always hoping, 
sometimes insisting, on at least a 
part of that retailer’s business on 
the more profitable lines. 

But cost, buying, was not the en- 
tire answer. Selling, scientific sell- 
ing, if it can be called that, brought 
into being the voluntary, with adver- 
tising sometimes of doubtful value, 
store planning, real merchandising 
and a certain regimentation of re- 
tailers. These voluntaries were of 
both local and national types. You 
have had detailed here before you 
discussions of both forms. Invari- 
ably, when the voluntary worked 
from what I call the grass roots up, 
beginning with the consumer study 
as well as the retailer, that plan 
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functioned because of the coopera- 
tion accorded and the solid basis it 
was built on. 

As an example of getting close to 
the consumer, a certain corporate 
chain in Chicago obtained personal 
interviews with 8000 housewives in 
their own homes, to secure answers 
to just six questions. That chain 
knows what the customer wants and 
is willing to pay for it, because they 
started at the grass roots. That 
chain got cooperation of the con- 
sumer. All of that may be extreme, 
but it shows the trend of our and 
your competition. 

Modern merchandising methods, 
including advertising, uniform store 
layouts, scientific placing of stock, 
can only be used by average retail- 
ers in groups. No one store, unless 
of exceptional size and management, 
can hope to secure public patronage 
through these mediums except at an 
almost prohibitive cost. Costs of 
these mediums spread over a large 
number of units enable any average 
store to use them. This is another 
reason for your voluntary coopera- 
tive. These methods of securing 
volume business are known to you 
all. 

Yesterday afternoon, a speaker at 
the National Convention of Retail 
Grocers made this statement, and I 
believe it is particularly apropos 
right here: “If we used what we 
knew, maybe we would not have to 
learn so damned many new things.” 
Every retailer knows certain plans 
will bring him business. He has 
watched the methods used by his 
chain or syndicate competitor, and 
he knows that it is no disgrace to 
follow a leader. Times and methods 
are changing almost daily. There 
is no such thing as standing still. 
You and we food people are either 
going forward or backward. 

It is not for me to approve or 
disapprove of any particular form 
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Recent display of electrical appliances, both major and table items used by 
Fones Bros. Hardware Co., Little Rock, Ark., at the Arkansas retail convention. 


of cooperative or voluntary plan. 
They are many and varied. But 
I do plead with you to do something 
to avert in your field (and you can 
do it now; it is not too late) the 
economic slaughter that has occurred 
in the food field and other retail 
fields. Select your plan and give 
it your wholehearted cooperation. 
Cooperation is like faith. It will 
move mountains of obstacles you 
may now, today, see in your path. 
Individually you can and may be 
broken by the law of economics, be- 
cause there is a definite trend toward 
concentration. The individual, long 
called rugged, as you know, now is 
ragged. (Laughter) Cooperation, the 
theory of it, the practical applica- 
tion of it, has never been broken. 

I know a man in Toledo in the 
food business who happens to be 
secretary of an association there, 
who, with only 97 stores cooperating 
with him and his organization, dom- 
inates that market of a quarter of 
a million population. It is the old 
story of the well organized minority 
plus 100 per cent cooperation. This 
man I speak of coined a phrase, 
about six months ago, that has actu- 
ally swept over the entire food 
field. Every trade publication I 
have picked up in recent months has 
used it, printed it. It was used al- 
most continuously during the con- 
vention that is ending at Indianapo- 
lis this afternoon. Here it is: 
“When men work together, nothing 
is impossible.” 

You hardware people are either 
going forward or backward, for 
there is no standing still. You are 
on the threshold of a brighter fu- 
ture, better business than you have 
ever enjoyed in the past. Over that 
threshold I would place this word: 
“Cooperation.” Enter that door and 
all these other things will be added 
unto you, for cooperation is the key 
to the future. 
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palesmen's Wives 


NE of our leading sales 
QO managers dropped in to 
see me the other day and 
of course the conversation drifted 
to the never-ending and interest- 
ing subject of selling and sales- 
men. “I am having a devil of a 
time,” said he, “with a man who 
has been one of our best sales- 
men. He is a man of unusual 
ability. He was a very hard 
worker. He was popular with the 
trade. He was not only earning 
a good salary, but a nice bonus 
at the end of each year. And then 
he got married, and everything 
started to go wrong. Matters have 
now reached the pass when the 
question in my mind is whether I 
should fire him and put another 
salesman on his territory. The 
whole trouble has been caused by 
his wife. Why doesn’t somcone 
write an article about the influ- 
ence wives have over salesmen, 
both for good and bad. I have 
never seen such an article. If 
someone would write one and it 
were read by salesmen and their 
wives, it might do a lot of good. 
Wives work both ways. Some- 
times they help, and other times 
they just mess up the work of 
their husbands.” So, on his sug- 
gestion, I have decided to attempt 
an article on salesmen’s wives. 
Of course, the whole story cannot 
be told. As a friend of mine ex- 
presses it, the best stories can 
never be printed. 

Sometimes we wonder why 
young men marry. I mean, marry 
when they are so young. I have 
known case after case where a 
young man of intelligence and 
ability was doing very well, earn- 
ing a good salary. He was as 
free as the air. He was welcome 
everywhere. At every party he 
was popular, and how the girls 
would gather around him. One 
would suppose such a life to be 
very pleasant. It would be nice 
to see your bank account increase 
month by month. It would be 
nice not to have a lot of bills. 
But no! Nature seems to have 
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willed matters so that the young 
fellow with his freedom does not 
appreciate his advantages in life. 
Of course, the picture of a nice 
little home with a sweet young 
girl to meet him when he returns 
from his trips to enjoy her love 
and encouragement is enticing. 
Then he is told one of the worst 
fables that has ever been used by 
matchmakers—that two can live 
as cheaply as one. Let me here 
state, both to the prospective 
bridegroom and to the bride, that 
never was a more terrific lie 
sprung on a credulous world than 
that one. Two can NoT live as 
cheaply as one. They never could, 
and they never will. And if you 
are figuring that way in your 
marital budget, just cut it out. I 
would suggest that the correct 
basis on which to figure would be 
that when you are married your 
expenses will just triple your 
present expenses. 


Not An Old Crab 


Now I am referring to this un- 
pleasant fact not because I have 
become an old crab, but simply 
because when a bright young fel- 
low, and remember I am writing 
from his standpoint and not from 
hers, is led into matrimony with 
the idea that his expenses will not 
increase, and following matri- 
mony is face to face with these 
increased expenses, he is sur- 
prised and shocked. The young 
groom often finds that instead of 
putting money in the bank every 
month there is often a deficit, and, 
if he is sensitive in regard to his 
credit and is in the habit of pay- 
ing his bills on time, it preys on 
him. As our work with all of us 
is largely dependent upon our 
state of mind, these things have a 
bad effect on our work, and all 
this is soon reflected in our sales. 

In Europe they have the system 


of the “dot.” In many respects 
this, I believe, is a very good 
system. The father is being re- 
lieved of the care and expense of 
his daughter. Therefore, it is 
only considered fair, as the groom 
takes on all these responsibilities, 
that a cash settlement be made in 
advance, and if not cash, then the 
“dot” includes clothing, linen and 
other household supplies to last 
for years. Foreign young men, 
and especially the families in back 
of them, are very careful to look 
into the “dot” that comes with the 
bride, before any marriages are 
arranged. 

But here in the United States, 
we have different ideas. The girl, 
of course, when she marries is 
usually given her trousseau. She 
has her hope chest. Her friends 
get together and give her a shower. 
And in the majority of cases, after 
that there is nothing. The enter- 
prising young man in the United 
States is supposed to be able to 
take care of his bride. Her father 
washes his hands of her and feels 
that his duty is done when on 
birthdays, Christmas and holidays 
he invites the young couple to 
dinnet. 

Now of course some will say I 
am painting a rather black pic- 
ture, and this will scare off some 
of the young men. But no, noth- 
ing will scare them off. They will 
go on marrying until the crack 
of doom. Nature will take care of 
that. And a curious thing is, when 
they get married, notwithstanding 
some of the disagreeable things 
they find out about matrimony 
and married life, they all conspire 
to get their friends married too. 
That is why getting married in 
families and _ neighborhoods 
spreads like wildfire. 

When a charming young girl 
marries the traveling salesman 
who takes her out in the moon- 
light in his business car, she 
should realize that, on account of 
the nature of his business, it will 
be necessary for him to be away 
from home a good part of the 
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time. She may realize this, but 
if she is the wrong sort (and I 
am talking about the wrong sort 
just now) she will put up a ter- 
rible howl about being lonesome 
while he is away. She will say 
how scared she is to be alone at 
night. He, of course, will worry. 
And then he will start mapping 
his trips, not with the idea of 
selling the largest quantity of 
goods, but with the grand idea of 
how frequently he can get home. 
The young salesman wishes to en- 
joy the freedom of his job of 
being a salesman. He wishes to 
enjoy the extra compensation as 
compared with the office man, but, 
like all of us, he wishes to eat his 
cake and have it too. He wishes 
to have all the advantages of be- 
ing a traveling salesman, and also 
the advantages of being home al- 
most every night, and the two in 
most cases simply do not work 
out. In a case like this the wife 
can do a great deal to help by 
encouraging her husband to work, 
or she can bring on inevitable dis- 
aster by persuading him to stick 
around home as much as possible. 

Then, of course, young people 
must be happy. Happiness is their 
legacy in life. In order to be 
happy there must be parties. And 
how ratural it is for the wife to 
say: “Now, Bill, remember that 
birthday party next Wednesday 
night (right in the middle of the 
week). I am counting on you to 
take me. You know it would be 
awful for me to go to that party 
without any escort.” So Billi 
leaves home with the fixed idea 
in his mind that he must be back 
the following Wednesday night, 
and, of course, he burns up his 
tires trying to get back in time. 


Tummyaches 


The next development is usually 
one that we must touch upon with 
the greatest of tact. It is illness. 
Now, of course, there is sickness 
and sickness. Some people when 
they are slightly indisposed, have 
a headache or a tummyache, don’t 
have to go to bed. They manage 
to carry on without making a fuss 
about it, and the sickness passes 
away. But there are others who, 
if they happen to stub their toes, 
immediately call the doctor and 


take to bed for a week. What hap- 
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pens in many cases when the 
traveling salesman has a sick 
bride? He, of course, is all at- 
tention. He can’t leave her alone. 
It would never do for him to be 
heartless. So again he sticks 
around or just works the towns 
within a few hours drive from his 
headquarters. I remember I was 
traveling with a salesman in the 
Far West a long time ago. He was 
five hundred miles from his home 
town. He received a telegram 
from his bride ordering his im- 
mediate return home. She was ill. 
Poor fellow, how worried he was. 
He stopped his trip immediately 
and took the next train home. I 
learned afterwards that when he 
arrived she had completely recov- 
ered from her indisposition and 
welcomed him home with a glori- 
ous smile. A nice welcome, but 
his sales on that trip were knocked 
into a cocked hat. 


Strong for Calico 


The sales manager who called 
on me, and who is responsible 
for this article, made the state- 
ment that if a salesman were wise 
he would never marry a girl who 
had had anything on her back 
but calico. What he meant was 
that a girl in marrying a sales- 
man should be bettering her con- 
dition. God have mercy on the 
salesman who marries a girl from 
a higher station in life, if that 
girl hasn’t a well-balanced mind. 
The girl who steps down in the 
world to marry, in many cases, 
does not hesitate to remind her 
husband at regular intervals what 
she has sacrificed to marry him. 
And, oh, how it does intrigue girls 
of this class when their friends 
inquire: “What does your hus- 
band do?” to answer: “He is a 
traveling salesman.” The travel- 


ing salesman may earn three times ~ 


as much money as the white col- 
lar boy in the bank to whom her 
friend is married, but, for some 
reason that is hard to understand, 
there seems to be a wide social 
gulf between the gentleman who 
sponges his fingers and counts 
money, and the salesman who 
sells goods and builds up a busi- 
ness. 

Now, my dear, if your father 
is a banker, and you marry a 
traveling salesman, just use the 





soft pedal when you and your 
husband differ about a small mat- 
ter, and don’t bring up your bank- 
ing connections. Such references 
are sometimes accepted in silence, 
but they are nevertheless very gall- 
ing. The state of mind is af- 
fected, and the state of mind has 
much to do with the successful 
selling of goods. An unhappy 
man never made a successful sales- 
man. And now that I think of it, 
I think the first principle of suc- 
cessful selling is innate happiness. 
It is all right to tell a salesman 
that he must work with a smile, 
but it is darn hard to do the 
smiling when you just don’t feel 
that way. And besides, the manu- 
factured smile does not seem to 
have the effect the real thing has. 

Probably by this time I have 
rather lost my popularity with 
the salesmen’s wives who might 
read this article. But there are 
always two sides to every story. 
Now let us look at the other side. 
Whenever the late Mr. E. C. Sim- 
mons would talk to a salesman 
who was about to be married, or 
who had just been married, espe- 
cially if he were talking to him 
in the presence of his bride, he 
would say: “Now, young man, 
I wish you not only a happy, but 
also a useful life,” and then turn- 
ing to the bride he would add: 
“Let me tell you one thing. And 
what I am telling you is the result 
of many years’ experience. When- 
ever a salesman marries he is 
never the same. He becomes either 
a better man or a poorer man.” 
An attractive young woman with 
common sense, tact and a social 
gift can be of enormous help to 
her husband. I have known sales- 
men to take such wives with them 
on their trips, and they have made 
friends with the wives of their 
customers, which friendships, of 
course, have helped the salesmen. 


Not So Good! 


On the other hand, I must write 
with a smile and a twinkle of the 
eye that some of these automobile 
trips with their wives have not 
proved to be so profitable. I know 
of a trip made by the son of a 
prominent manufacturer. He 
traveled with his wife in a large 
yellow Rolls Royce. His wife was 

(Continued on page 68) 
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Voluntary Agreements with F'I'C 
Available to All Retail Groups 


Such voluntary trade practice agreements take place of former code 
structure but cannot be legally enforced. Automobile dealers have shown 
major interest in plan. Records do not indicate any interest from retail 


ETAIL dealers may enter into 
voluntary trade_ practice 
agreements with the Federal 

Trade Commission. Some retail 
groups have addressed inquiries to 
both the FTC and the skeletonized 
NRA as to what might be included 
in the agreements. So far as re- 
vealed hardware lines have not 
manifested interest in such agree- 
ments. The principal retail line 
which is seeking to learn what ad- 
vantages may be obtained are auto- 
mobile dealers. The latter are espe- 
cially anxious to restore the trade 
practice setting up standards on 
allowances for used cars. But busi- 
ness interest in voluntary agree- 
ments is very mild to say the least. 

It has been made clear by both 
FTC and NRA officials that the 
agreements are to be voluntary only. 
They are not and cannot be com- 
pulsory. The legal power which was 
supposed to have compelled codifica- 
tion no longer exists. The Supreme 
Court decision in the Schecter poul- 
try case completely knocked NRA 
into a cocked hat. It has left noth- 
ing of NRA except a fact-finding 
body, now almost entirely liquidated. 

Otherwise what have been left 
are only voluntary trade practice 
agreements. They are to be super- 
vised by the FTC, as directed by 
President Roosevelt. Thus the FTC 
again comes into its own after see- 
ing the NRA, in its almost two 
years of spectacular, confused and 
stormy career, take over the regi- 
mentation of American industry. 
The two bodies during that period 
frequently were in violent disagree- 
ment, the FTC smarting under the 
humiliation of seeing its trade prac- 
tice work taken from it. Now 
avenged, it has thrust a like humili- 
ation upon NRA, and the latter 
finds itself a mere shadow of its 
former self. 

The NRA is simply a shell, with 
nothing to offer business. It is hardly 
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a respectable tail to the FTC kite. 
Its division of review, headed by 
Leon C. Marshall, former NIRB 
member, is all that remains that 
occupies a field of any real activity. 
The fruits of the division’s work of 
gathering facts and learning of 
breakdowns in old code wages, 
hours, and trade practices, remains 
doubtful. For however widespread 
the breakdowns might be the divi- 
sion could do nothing about it, ex- 
cept perhaps act as a moral force 
to restore them, a dubious prospect. 
As it happens these breakdowns have 
been remarkably few since the pass- 
ing of NRA. The much predicted 
confusion, and chaos did not ma- 
terialize 


NRA’s Demise 


On the contrary there was a strong 
reaction from large sections of busi- 
ness and industry, once the shock 
of NRA’s demise was absorbed, 
which reflected relief at getting from 
under governmental regimentation 
with its amazing growth of over- 
mastering bureaucracy. Now that 
business and industry actually are 
developing an initiative in working 
out problems on their own instead 
of trekking to Washington with their 
troubles it is clear that many lines 
are glad to be weaned from the 
governmental nursing. 

It remains to be seen how far 
business and industry may go in 
the direction of entering into vol- 
untary agreements. Much depends 
on policies developed by FTC show- 
ing how far it will cooperate and 
what it has to offer. FTC is rep- 
resented as being anxious to co- 
operate in setting up voluntary 
agreements. It is to be remembered, 
however, that it has to steer clear 
of inhibitions laid down by the Su- 
preme Court. It can’t permit prac- 
tices that might be construed as 
violations of the anti-trust laws. It 
cannot permit monopolistic prac- 


tices. And certainly the attitude of 
FTC generally toward business has 
not attracted the confidence of the 
latter. On the contrary it has fre- 
quently stirred hostility. It has, 
nevertheless, accomplished some 
good work under voluntary agree- 
ments, yet the principal force bring- 
ing benefits was the united action 
of the businesses themselves, and 
that will continue to be the princi- 
pal force. 

The commission in considering 
voluntary agreements for retail 
lines, according to James L. O’Neill, 
NRA head, who thinks they can be 
made even though they concern in- 
trastate commerce only, but such 
agreements cannot be enforced by 
law. Where interstate commerce is 
involved it was said cease and de- 
sist order can be issued in case of 
violations. The Supreme Court de- 
cision would indicate retail business 
is intrastate. 

Where proposed agreements in- 
clude wage and hour provisions, the 
latter will come within the jurisdic- 
tion of NRA. Yet NRA will not 
have the power of enforcement, but 
will give information on the pro- 
visions from time to time pending 
its expiration April 1, 1936. 

It is highly improbable that ad- 
ditional NRA legislation will be 
asked at the present session of Con- 
gress. This despite the original in- 
tention of the President to seek such 
legislation which was proposed to 
restore NRA to its former power in- 
sofar as possible. 

In the event business and industry 
go along without an NRA without 
difficulty it is likely NRA legislation 
is dead both as to the present and 
future Congresses. 

Compared with the number of 
codes which were in_ operation, 
more or less futilely so far as many 
of them were concerned, it is likely 
the number of voluntary agreements 
will be small. 
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Hardware Dealer Most Ideal 


Hardware stores are established, have a following, have 

excellent credit rating and are in best position to reap 

profit harvest from development of electrical goods 

market, says Westinghouse official who outlines bright 

future for electrical departments in the hardware stores. 
Gives reasons based on facts. 


By A. E. ALLEN 


Vice-President 
Westinghouse Electric & 
Manufacturing Company 


at least one of the outstand- 

ing factors in restoring us to 
normal times in the present crisis 
will be the electric industry. 

Whether we all agree or not with 
the theories or action of the pres- 
ent administration, no one for one 
moment denies that today our 
National Government at Wash- 
ington is wielding a power over 
the nation more potent than any 
of us had ever dreamed would be 
possible, so let us start with Wash- 
ington in our analysis of this elec- 
tric situation. 

From the very beginning of Mr. 
Roosevelt’s administration — yes, 
and for years prior to his election 
—one of the major policies of the 
President has been a broader use 
of electricity in the lives of the 
people of this country. In all his 
theories and discussions about the 
“more abundant life” for the 
American people, he has empha- 
sized the fact that one of the prin- 
cipal ways this can be obtained 
is by a greater use of electricity 
in the home. You all know that 
one of the first major motives of 
the administration was compre- 


i] FEEL that, if not the major, 
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hensive power surveys, ending with 
the inauguration of the TVA and 
the starting of a number of other 
major power developments. 

Now, we are not for the mo- 
ment concerned with the merits of 
these projects nor do I intend to 
discuss that battle-ground of Gov- 
ernment versus private utility op- 
eration. I simply want to empha- 
size that one of the main policies 
of the president and his admin- 
istration is the development and 
greater use of electricity. The use 
of the TVA and similar activities 
as yardsticks to measure results of 
cheaper power and the publicity 
and pressure which has _ been 
brought on the utilities for lower 
rates have resulted in a general 
movement all over the country to 
reduce, in many cases drastically, 
the cost of current. Of course, con- 
ditions vary and in many cases the 
very economics of generation and 
distribution do not allow for 
further reductions on the existing 
utility rates, but in far the greater 
number of cases readjustments are 
being made. 


Reduced Power Rates 


Now, in these cases where the 
utilities are reducing their rates, 





A. E. ALLEN 


how can they do this and still re- 
main prosperous, sound financial 
institutions? There is only one 
way and that is by a material in- 
crease in the number of kilowatt 
hours used by their present con- 
sumers and by the extension of 
their distribution system to take in 
every possible new consumer, such 
as the small communities before 
considered unprofitable and the 
rural lines reaching in to the 
farmer. They simply must have 
additional load to make these new 
rates possible and they are deter- 
mined to go after this load with 
an energy and promotional urge 
which is far in excess of anything 
which we have up to this time seen 
in the electrical business. 

Very recently I was a guest at a 
luncheon where an official of one 
of the great eastern utilities told 
us he was about to announce a 
program of his company to ex- 
tend their lines so that by the end 
of this year not a single family 
within the radius of their vast ter- 
ritory would have an excuse for 
not using electricity in their home 
or on their farm. They were going 
even a step further and introduce 
a special farm rate, which he felt 
would make rural electrification 
very attractive. 
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Don’t make any mistake, gentle- 
men, these utilities are thoroughly 
alive and awakened to the prob- 
lem of electrifying America and 
doing it quickly, and you are 
about to see put into effect na- 
tional and local publicity pro- 
grams far greater than any of you 
have any conception of. 

Well, you say, all that’s fine 
and we can see great benefits to 
all classes of industry from such 
a program on the part of the util- 
ities, but still we know that pros- 
perity cannot come to us until the 
durable goods industry, the heavy 
machinery business, begins to im- 
prove. If the electric industry is 
going to lead us back to prosperity, 
how are they going to start that 
ball rolling? It is very true that, 
by and large, we must get the 
heavy industries producing before 
we can really feel that we are 
back on normal production, but 
the above program of the greater 
use of electricity will bring about 
a fairly prompt stimulation in the 
manufacture of the durable goods. 


Utility Developments 


During the past four years the 
utilities of this country have hard- 
ly bought a boiler or a steam 
turbine, they have built very few 
new sub-stations, have needed few 
new transformers. In fact, the ex- 
pansion of our utility systems has 
been practically at a standstill 
and yet, in spite of the depres- 
sion, the natural growth of our 
country and the spreading out of 
electrification, handicapped though 
it has been, have gradually used up 
most of the surplus generating and 
distribution capacity of our utili- 
ties. In other words, the big reser- 
voir of surplus capacity which 
they had when the axe fell in 
1930 has been gradually used up 
and today they find themselves al- 
most at the point where they must 
begin to install major apparatus, 
these so-called durable goods. 
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How fast these new major addi- 
tions to their systems will be made 
is, of course, dependent entirely 
on how rapidly they can add new 
millions of kilowatts to their load 
under the stimulus of lower rates 
and comprehensive promotional 
activities. 

During these last few years we 
have all become rather skeptical 
and calloused when people orate 
about marvelous programs about 
to be launched which will be 
panaceas for depression and unem- 
ployment. Is all this picture which 
I have been painting you just an- 
other one of these phantoms? I 
know that is a very natural ques- 
tion and yet I think you will agree 
that there are good and sound rea- 
sons why in this program of elec- 
tric expansion we are on firmer 
ground and are not dealing with 
the theories and panaceas of poli- 
ticians or professors. 


First—and most important of 
all—the American people want to 
be electrified and it is only sound 
economics that they should. No 
one questions that the abundant 
use of cheap electricity can bring 
about greater ease of living and 
more efficiency in our homes, 
whether they be in the cities or 
on the farms. You will notice 
perhaps that I am talking more of 
the home than of industry. Indus- 
try long ago accepted electric- 
ity and has drained the benefits 
to be derived from it to the limit. 
They will continue to do so, but 
today our greatest potential mar- 
ket lies in the home and on the 
farm. 


° Not a Myth 


The second reason why this new 
program is not just a myth is that 
none of the problems to bring 
about this greater use of current 
involved any new or theoretical 
ideas. Our people know its value 
and want to expand its use in their 
lives; our utilities are established 
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and are thoroughly equipped, a 
great industry quite capable of 
tremendous expansion. 

If further proof is necessary 
that these factors will bring about 
this increase in the sale and use of 
electric appliances, I would like to 
cite to you the actual experience of 
the Commonwealth & Southern 
Systems, who last year inaugurated 
this policy. Here is what hap- 
pened to sales of appliances by 
this utility in 1934 as compared to 
1933: 


Unit Sales 1934 1933 

Refrigerators 33,505 15,730 
a ae .. 13,188 4,353 
Electric Water Heaters 5,433 1,061 
Washers ........... 9,102 4,990 
ee eee 1,946 678 


Vacuum Cleaners .... 6,293 3,987 


This apparatus represents a con- 
nected load of 106,000 kilowatts 
and will consume approximately 
59,000,000 kilowatt hours current 
per year. 


Electrical Consumption 


I have said that there is nothing 
theoretical or impractical about 
this great movement for greater 
electrical consumption. As a mat- 
ter of fact, without perhaps our 
fully realizing it, the movement is 
with us today; it has already 
started—months ago. The figures 
which I gave you from Common- 
wealth & Southern are proof of its 
early accomplishment. I myself 
have a very vivid appreciation of 
its gathering momentum by the 
fact that the merchandising sales 
of the Westinghouse company in- 
creased in 1934 about 70 per cent 
over those of 1933, and we are so 
sure of a still further increase in 
1935 that everyone of our manu- 
facturing schedules has been in- 
creased materially, and last fall we 
spent almost $200,000 in addi- 
tional plant facilities to take care 
of the business which we are sure 
will materialize this year. 

There is probably no other class 
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of merchant who will benefit more 
greatly and in more diversified 
lines from all the phases of this 
increased electrification than the 
hardware dealer. This is particu- 
larly true where electricity is made 
more available in rural districts 
previously not under wire. Ex- 
perience shows that rural elec- 
trification means a big opportunity 
to hardware dealers in adjacent 
towns as they are the logical ones 
to serve this class of consumer. 
However, the city hardware mer- 
chant can cut himself a large 
slice of this rapidly increasing 
electrical market if he is aggres- 
sive. 
Competition 

I am intimately familiar with 
all the wails which we hear about 
the competition of the electric 
dealer, the department store, and 
the chain store. Is there any re- 
tail business in which the merchant 
does not face competition from lots 
of “big, bad wolves?” And don’t 
for a moment imagine that we 
manufacturers do not have the 
same trials. However, we have not 
quit or gone broke because some- 
one else has manufactured an iron 
for 98c. or put on the market a 
washing machine for $28. To my 
mind, the man who is always find- 
ing reasons why he can’t sell goods 
and can’t make a profit is best 
answered by pointing out to him 
another one of his brother mer- 
chants in the same line and same 
town who had courage, ingenuity, 
and a willingness to try, and who, 
as a result, is successful. Lots of 
merchants are successful while 
their brothers are spending all 
their time trying to prove that 
such a thing is impossible. You 
all know that in the last analysis 
profits are made by selling prop- 
erly priced quality goods, because 
it’s dollars that pay the rent, not 
percentages. Let me illustrate my 
point. On an iron you sell at 98c. 
you make about 30c. profit. Just 
a little more selling effort would 
enable you to sell a real automatic 
iron for $5.95 and make a profit 
of $2.20. Isn’t that difference 
worth a little more real effort? 
Don’t forget your rent and over- 
head are the same in both cases. 
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To my mind, the hard- 
ware dealer is a most ideal 
distributor for electrical 
goods. Why do I say this? 
I am afraid my reasons may 
sound as though I were try- 
ing to flatter you, but I as- 
sure you that I am most sin- 
cere and not playing for ap- 
plause. First of all, the 
hardware industry is one of 
our oldest and most firmly 
established. Your commu- 
nities know you; you have 
for years been a part of 
them and served them 
along many and varied 
lines. I am happy to say 
that, by and large, the credit 
standing of the hardware 
industry is well above that 
of many others. Your stores 
are usually excellent and 
well located. In spite of 
being one of our oldest 
established industries in 
which your fathers and 
grandfathers did business 
before chain stores and de- 
partment stores were even 
thought of, you have grasped 
the changed trends of mer- 
chandising, and today the 
up-to-date hardware store 
is a model for all that stands 
for the best in modern sell- 
ing and public appeal. Do 
you wonder now that I say 
you are to my mind ideal 
merchants to reap some of 
this electrical harvest? 


Let’s ask the question—is there 
anything about electrical merchan- 
dising that makes it in any way 
unsuitable for the hardware mer- 
chant to handle. It is really hardly 
necessary to answer this question. 
We all know that it fits in per- 
fectly with your other lines of 
merchandise. These electrical ap- 
pliances are ideal for display and 
they carry very satisfactory profits. 
Most of them are already firmly 
established in the minds of your 
customers. The iron, the toaster, 
the percolator, and even the waffle 
iron are standard articles in almost 
all households. Furthermore, all 
these articles have a considerable 
replacement market due to their 
wearing out, or to changes in 
styles, or improvements. This is 
best borne out by the fact that, 
although 10 years ago approxi- 
mately 90 per cent of all our 
wired homes had an electric iron, 
yet ever since that time we have 
been selling over 2 million new 


irons per year to the American 
public. Then there are constantly 
new items being added to our elec- 
tric appliance line and coming into 
popularity. An example of this is 
the roaster which, during the past 
year, has shown tremendously in- 
creased activity. But don’t stop 
with these table devices. An ag- 
gressive hardware dealer can build 
up a good business in vacuum 
cleaners, washing machines, iron- 
ers, and last but by no means least, 
that giant of the electric appliance 
industry—the electric refrigerator. 


Sell Them 


Now it is perfectly possible for 
you hardware merchants to get 
some electric appliances and dis- 
play them in your store, and wait 
for some customer to suggest your 
selling one to them, but, gentle- 
men, that’s not the way to make 
money in electrical merchandise. 
You have to sell them. These de- 
vices can toast bread and make 
waffles, but they can’t talk to cus- 
tomers. Mrs. Smith comes into 
your store to buy some of the 
things that a hardware store stands 
for in the minds of the public. 
Maybe it is paint or nails or grass 
seed. It is up to you to realize 
that here is your opportunity to 
sell her that iron or toaster or 
vacuum cleaner and that, if you 
don’t, someone else will. 

Now I am going to tell you 
about the only serious fault 
which I have to find with my hard- 
ware friends. You have learned 
the art of window dressing; your 
stores are very attractive, but you 
and your clerks either haven’t got 
a proper vocabulary or you are too 
bashful to use it! The hardware 
store has come a long way in de- 
veloping the art of service to cus- 
tomers but is still far behind other 
merchants in trying to convert a 
one-purchase customer into a two 
or three purchase customer. How 
often do your clerks say to Mrs. 
Smith who has come in to buy 
some article of hardware, “I want 
to show you a wonderful new 
roaster that we have,” or, “Do you 
know that with one of these new 
electric irons you can save a lot of 
time and effort in your ironing?” 

We are already feeling the be- 
ginning of a greatly stimulated 
buying of electric appliances of all 

(Continued on page 76) 
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Tuxepo Park, N. Y.: Who makes 
velvet covered dress hangers in 
various colors?—Oram & Barnes, 
Inc. 

ANSWER: Page & Gleason Han- 
ger Co., Fitchburg, Mass:, and the 
New Idea Mfg. Co., Eighth & Spring 
Garden Sts., Philadelphia, Pa. 


* + 


SyLvAniA, On1o: Who makes 
Flying Cloud velocipedes? — The 
Chandler Hardware Co. 

ANSWER: The Globe Co., 824 
Pennsylvania Ave., Sheboygan, Wis. 
* *% * 

Mamaroneck, N. Y.: Who makes 
the Rototiller garden tractor?—R. 
G. Brewer, Inc. 

ANSWER: Rototiller, Inc., 21-24 
Forty-fourth Ave., Long Island City, 
Ns 2. 

* * * 

Westport, Conn.: Where can we 
purchase asbestos balls such as are 
used to burn tent caterpillars and 
other worms?—Hartmann Bros. 

ANSWER: Newton Mfg. Co., 27 
Haymarket Square, Boston, Mass. 

* *% * 

Detroit, Micu.: Who makes the 
Monarch machinist vise? — Eric 
Fromm, Inc. 


ANSWER: Prentiss Vise Co., 
Little Falls, N. Y. 
* * * 


GLEN Cove, N. Y.: Where can we 
buy rubber lawn rakes?—Charles 
of Glen Cove. 

ANSWER: Sabin Machine Co. 
6536 Carnegie Ave., Cleveland, 
Ohio. 

* * * 

Hickory, N. C.: Who makes row- 
ing machines that work on the hy- 
draulic principle?—Shuford Hard- 
ware Co. 

ANSWER: A. G. Spalding & 
Bros., Chicopee, Mass. 
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tion or issue. 


Rittman, Ouro: Who makes wall 
paper trimmers suitable for store 
use ?—Rolff Hardware. 

ANSWER: Murray-Black Co., 
Springfield, Ohio. 


* + 


Emporia, VA.: Who manufactures 
Stanley’s crow repellent?—W. T. 
Tillar Co. 

ANSWER: Cedar Hill Formulae 
Co., New Britain, Conn. 

* * * 


KNoxvILLE, TENN.: Who makes 
the Silent Yardsman lawn mower? 
—C. M. McClung & Co. 

ANSWER: Yard-Man, Inc., Fern 
Ave., Jackson, Mich. 


* %*& 


WE ttssurc, Iowa: Who makes 
standard rain gauges for measuring 
rainfall?—H. Lindaman & Sons. 

ANSWER: Chauncey Mfg. Co., 
Springfield, Ohio, and Julien P. 
Friez & Sons, Baltimore, Md. 


*# 2 # 


Pine Buiurrs, Wyo.: Where can 
canes and crutches be obtained ?— 
Doris I. Mercer Hardware. 

ANSWER: Canes—Delphos Bend- 
ing Co., Delphos, Ohio; A. Cappell 
& Sons, Dayton, Ohio; and Follmer, 
Clogg & Co., Lancaster, Pa. Crutches 
—Anchor Mfg. Co., 609 W. Water 
St., Piqua, Ohio; Weaver Mfg. Co., 
Springfield, Ill.; and W. J. Ladd 
Mfg. Co., Hill, N. H. 


-_ | | 


Morristown, TENN.: Who makes 
the Baby 22 cal. hammerless re- 
volver? — Hasson, Anderson, Tro- 
baugh Co. 

ANSWER: R. F. Sedgley, Inc., 
2316 N. 16th St., Philadelphia, Pa. 


* *& 


Lake Ptiaciw, N. Y.: Furnish 
names and addresses of several 
manufacturers of bed rail fasténers, 
as used for fastening side rails to 
ends of beds.—Lake Placid Hard- 
ware Co., Inc. 


Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
27, 1934. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


ANSWER: St. Louis Hardware 
Mfg. Co., 1519 N. 18th St., St. Louis, 
Mo.; Wrightsville Hardware Co., 
Wrightsville, Pa.; and G.G.G. Metal 
Stamping Co., 21 River Road, War- 


ren, Pa. 
* & & 


Buruincton, Iowa: Who makes 
the Maud “S” 214-lb. rounding ham- 
mer ?—Drake Hardware Co. 

ANSWER: Champion DeArment 
Tool Co., Meadville, Pa. 

* * * 

Biue Mowunp, Itut.: Where can 
I secure repairs for a Clipper wind 
mill?—Bradley’s. 

ANSWER: Clipper Wind Mill 
Co., Care Rd. Supply & Metal Co., 
Topeka, Kan. 





The 1934-35 edition is now in your 


hands. It is a condensed catalog of 
manufacturers of hardware and kin- 
dred merchandise in one handy vol- 
ume for ready reference. The 1935-36 
edition will be published Sept. 26, 1935. 
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W. H. TORIAN WITH 
DAN M. BELL 


W. H. Torian, Jr., buyer for 
the last eight years for Nash- 
Robinson Co., Waco, Tex., is 
now associated with Dan M. Bell, 
manufacturers’ representative in 


W. H. TORIAN 


Dallas. He is the son of a well 
known Texas hardware man, the 
late W. H. Torian, who for 
many years was buyer for Mc- 
Lendon Hardware Co. in Waco. 


WATERS GENTER ADDS 
TO SALES FORCE 


Waters Genter Division of the 
McGraw Electric Co., Minneap- 
olis, Minn., has added two more 
salesmen to its sales force. Lee 
J. Morris, with headquarters in 
Philadelphia, has taken the place 
of Mr. O’Brien, representing 
them in Philadelphia, Baltimore, 
Washington. upper New York 
and eastern half of Pennsyl- 
vania. 

R. S. Christy has been ap- 
pointed representative with head- 
quarters in Atlanta. He will 
cover the entire South. 


NUTMEGGER-DEALER 
ASSOCIATION OUTING 


The joint Nutmegger-Connecti- 
cut Hardware Association was 
held June 12 at the Griswold 
Hotel, Eastern Point, Groton, 
Conn. Golf was played in the 
afternoon by 45 of the members 
and friends, followed by a real 
shore dinner at the Griswold 
Hotel at 7:30 p. m. Attendance 
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| was 60. 


| terchangeable 


were welcomed by Elliot C. Pad- 
dock, president, of Springfield, 
Mass. Carlton S. Phillips of the 
L. S. Starrett Co., Athol, Mass., 
was chairman of the committee 
on arrangements. 


MONCE, INC., MOVES 
PLANT TO BRISTOL 


S. G. Monce, Inc., manufac- 
turers of glass cutters and in- 
stencils, will in 
the near future remove their 
plant from Unionville, Conn., to 
Bristol, Conn. Bristol was the 
original home and office of the 
company from 1869-1896. 

The firm is under entirely new 
management who, with the help 
of up-to-date equipment and 
skilled employees, plan to make 
the concern a factor in the mar- 


ket. 


CONSOLIDATED WIRE 
INCREASES SPACE 


Due to increasing business, 
the Consolidated Wire & Associ- 
ated Corporations, 512 South 
Peoria St., Chicago, IIl., have 
added a considerable amount of 
space to their present quarters. 
Operations at the plant are at 
full capacity and the firm feels 
that with the seasonal increase 
of the next few months, the ad- 
ditional space will be none too 
much. 


FIRE DESTROYS CUTLERY 
COMPANY PLANT 


Fire of undetermined origin, 
June 22, destroyed the Salisbury 
Cutlery Company plant, Salis- 
bury, Conn. Damage was esti- 
mated at $50,000. The home of 
Louis Farwell, plant manager 
was partially destroyed. 


CHARLES ILFELD CO. 
REACHES 70TH BIRTHDAY 


Charles Ilfeld Co., Albu- 
querque, N. M., announces its 
70th anniversary as “Wholesale 
Distributors of Everything.” The 
late Charles Ilfeld, founder, es- 
tablished the business at Las 
Vegas, New Mexico, in 1865. He 
remained president and active 
head of the business until his 
death in 1929. 

Max Nordhus entered the busi- 
ness fifty-two years ago and 





Members and friends | progressed through each depart- 


ment and became general man- 
ager. 


tive head of the business, which 


| position he holds at the present 


time. 

The firm now maintains whole- 
sale houses in Las Vegas, Albu- 
querque, Gallup, Santa Fe, 
Santa Rosa, Raton, and Magda- 
lena, N. M., and Durango, Col- 
orado. 

REGAN SPONSORS POT 
& KETTLE CLUB MEETING 


National President, Francis F. 
Regan, sponsored an _ unusual 
meeting of the Los Angeles Pot 
& Kettle Club June llth. A 
feature of the meeting was an 
invitation for the ladies to join 
their husbands. Members and 
wives attending were 48. Speaker 
at the meeting was Nick Harris, 
well known detective, who spoke 
on the Witherell Kidnapping 
case. Edward Manley, pianist 
and composer, and Harold Fur- 
nay, lyric tenor, entertained. 

W. MAXEY TO MANAGE 

NEBRASKA STORE 


Walter Maxey has been named 
manager of the Boone County 
Hardware Co., Harrison, Neb., 
succeeding Fred Stewart. The 
hardware company is owned by 
the Fones Brothers of Little 
Rock. 


CHICAGO GOLF ASSN. 
HOLDS ANNUAL OUTING 


The Chicago Hardware Golf 
Association held their annual 
spring outing at Browns Lake 
Country Club, Burlington, Wis., 
June 27. Seventy-seven golfers 
competed for the Manufacturers’ 
Championship Trophy, which 
was won by Roland Popken of 
Oak Park. Mr. Popken nosed 
out Tom Mulligan of Glen 
Ellyn by one strike, closely fol- 
lowed by Gunnard Lindquist of 
the South Side. 

Ed Kienow of Milwaukee won 
the fishing championship with 
one bass, piloted by Ken (Sar- 
gent) Lee. Bill Firch took back 
the Fellowship Cup to Aurora. 
Walter Grimm handled the ora- 
tory and prize distribution to 
one of the finest gatherings ever 
enjoyed by the association. 


After Mr. Ilfeld’s death. | 
he was made president and ac- | 


| PITTSBURGH UNIVERSITY 
| HONORS FRANK J. TONE 


Frank J. Tone, president of 
the Carborundum Co., Niagara 
Falls, N. Y., was awarded the 
honorary degree of Doctor of 
| Science by the University of 


FRANK J. TONE 


Pittsburgh at the Commence- 
ment exercises June 5. 

Mr. Tone has distinguished 
himself as a scientist, engineer, 
inventor and executive. As pres- 
ident of the Carborundum Co. 
he has built up to two major 
industries, synthetic abrasives 
and super-refractories. One of 
his early accomplishments was 
the commercial production of 
metallic silicon. He has contrib- 
uted generously to scientific lit- 
erature, showing that his inter- 
est in the field of science has 
included a desire to give others 
the benefit of his experience by 
making public his discoveries 
along various lines. 


TURNER BRASS APPOINTS 
J. R. HOLLINGSWORTH 


J. R. Hollingsworth has been 
appointed sales manager, Turner 
Brass Works, Sycamore, IIl., suc- 
ceeding R. S. Patten who has 
affliated himself with the Pat- 
ten Tractor & Equipment Co., 
Chicago. 

Mr. Hollingsworth has been 
associated with the Turner Brass 
Works since 1927 calling on the 
jobbing trade throughout the 
country. 
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HOENES REPRESENTS 
INDEPENDENT LOCK 


R. C. Hoenes, for many years 
in the hardware business in 
Baltimore and for the past few 
years operating under his own 
name as a dealer in contract 
builders’ hardware, has been ap- 
pointed by the Independent 





R. C. HOENES 


Lock Co. and their Lockwood 
Hardware Mfg. Co., Fitchburg, 
Mass., division as their repre- 
sentative in Maryland, North 
Carolina and Virginia. His busi- 
ness address will be 611 No. 
Eutaw St., Baltimore, Md. 


SOUTH END HARDWARE 
CELEBRATES 35TH YEAR 


Founded 35 years ago by the 
same owner-management that ex- 
ists today, the South End Hard- 
ware Co., with two stores at 
1095 Washington St. and 130 
Federal St., Boston, Mass., re- 
cently celebrated its 35th an- 
niversary. 

Originally a small one-story 
building about 65 feet long, the 
store at Washington Street has 
developed to the point where it 
now extends a city block in 
depth. The Federal Street store 
was opened several years ago to 
fill the demand for such a loca- 
tion. 

In 1900 as a one-man business, 
the store sold only merchandise 
that was allied with the hard- 
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| ware trade. However, the scope 

of the business has broadened. 
Where formerly 100 items were 
carried, the stores today carry 
almost 35,000 different items as 
well as providing advice and ser- 
vice in customer problems relat- 
ing to painting, paperhanging, 
plumbing, heating, roofing and 
| electrical installation. 


LIVERMORE FALLS GLOVE 
CO. APPOINTS L. WEED 


The Livermore Falls Glove Co., 
Livermore Falls, Me., has re- 
cently appointed Lorin H. Weed, 

(358 Alden Ave., New Haven, 
Conn., as their representative in 
Connecticut for their King line 
of work gloves. 





ERNST HARDWARE CO. 
NAMES CLEM DUMETT 


Clem Dumett, well known in 
sporting goods departments on 
the Pacific Coast, has been nam- 
ed manager of the sporting goods 
department of the Ernst Hard- 
ware Co., Seattle, Wash. He is 





a graduate of the University of 
Washington, a member of the 
University Post and American 
Legion. 

The Ernst store will be en- 
larged to accommodate the 
sporting goods department, and 
additional stocks will be added. 


TOOL, DIE FACTORY 
OPENED IN DES MOINES 


MARTIN TO OPERATE 
MFRS.’ SALES AGENCY 


Robert S. Martin, well known 
to the Southern trade as “Bob”, 
announces the organization of 
Robert S. Martin and Associ- 
ates, which will operate, after 
September 1, as a sales agency, 

representing manufacturers of 





E. W. Kolls and R. Torgerson, | 
industrial engineers, announce | 
they are manufacturing tools, | 
dies, metal stampings and sim- | 
ilar products in a new plant at | 
Eighth and Park streets, Des | 


Moines, Iowa. 


They have formed a company 
to be known as the Western Tool | 
& Stamping Co., and will also | 


specialize, according to Mr. Tor- 
gerson, in the development of 


patentable products so the de- | 


sign is practical for production. 


Mr. Torgerson formerly was | 


with the New Monarch Machine 
& Stamping Co. For the last six 
years, Mr. Kolls has been de- 
velopment engineer for the Penn 
Electric Switch Co. 





ALBANY HARDWARE 


In connection with the open- 
ing of its new Electric Lamp 
and Fixture Department, the Al- 
bany Hardware & Iron Co., Al- 
bany, N. Y., announces the ap- 
pointment of E. E. Brubaker, of 
Albany, as manager of this divi- 
sion. Mr. Brubaker’s new con- 
nection marks the 25th year of 
activity in this branch of the 
electric industry where his wide 
experience, energy and progres- 
siveness have gained him a fine 
reputation as a lighting and fix- 
ture authority. 

In 1905 Mr. Brubaker entered 
the sales department of the Gen- 
eral Electric Co., Schenectady, 
N. Y., and in 1908 transferred 
to the Pittsburgh division of the 
same concern as head of the 
supply department. In 1910 he 
came to Albany and became 
sales manager of the Havens 
Electric Co., continuing in that 
capacity until 1927. In that year 
the new firm of McGinness & 
Co. was formed, Mr. Brubaker 








APPOINTS BRUBAKER 


joining with them as vice-presi- 
dent. In the spring of 1935 his 
resignation from McGinness & 
Co. was announced and his as- 
sociation with the Albany Hard- 
ware & Iron Co. soon followed. 

The announcement of Mr. Bru- 
baker’s appointment follows a 
recent decision to expand activi- 
ties in electrical lines. The ad- 
dition of lamps and fixtures to 
their Electric Appliance stock 
enables them to supply com- 
pletely the building and indus- 
trial trades and to extend the'r 
retail service. A new lamp and 
fixture display room is located 
on the second floor of the State 
Street store which features mod- 
ern developments in _ lighting 
fixtures and a stock of all types 
of I. E. S. approved lamps. 

Associated with Mr. Brubaker 
is William Kresser of Albany 
who will be in charge of fixture 
and appliance sales in the out- 
lying trade area of the Albany 
Hardware. 


ROBERT S. MARTIN 


hardware and mill supplies to 
the wholesale trade in the South. 

Mr. Martin recently resigned 
as special representative and 
Southern district manager of 
Western Cartridge Company and 
Winchester Repeating Arms 
Company, which organizations 
he has represented in the past 
three years. Previous to this 
connection he was with South- 
ern Hardware, Atlanta, Ga., as 
business manager for six years. 
Prior to that, he was connected 
with Beck and Gregg Hardware 
Co., Atlanta, for a number of 
years as buyer and sales man- 
ager. 

Previous to Mr. Martin’s con- 
nection with Western and Win- 
chester, he was active in the 
work of rebuilding the Southern 
Hardware Jobbers Association. 
He is a member of the Old 
Guard Southern Hardware Sales- 
man’s Association serving as sec- 
retary for a time. His wide ac- 
quaintance in the hardware field, 
together with his knowledge of 
marketing problems in this ter- 
ritory, particularly qualify him 
for the new work in which he 
will engage. 

Until offices are opened on 
September 1, the firm will make 
its headquarters at 1614 North 
Decatur Road, Atlanta, Go. 
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LANBERS, FRARY & CLARK 
HOLDS SERVICE SCHOOLS 


A series of special sales and 
service meetings with West 
Coast distributors of Universal 
electric refrigerators was con- 
ducted during the later part of 
May by W. J. Cashman, eastern 
sales representative for Landers, 
Frary & Clark, New Britain, 
Conn., manufacturers of Uni- 
versal electrical appliances. 

Distributors cooperating with 
the firm in sponsoring the meet- 
ings included: Arizona Hard- 
ware Supply Co., Phoenix, Ariz.; 
California Hardware Co., Los 
Angeles; Thomson-Diggs Co., 
Sacramento, Cal.; Seller-Lowen- 
gart Co., San Francisco; and M. 
Seller Co., Portland, Ore. 





WARREN TELECHRON 
NAMES VICE-PRESIDENT 


At a recent meeting of its 
Board of Directors, I. W. Kokins, 
general manager, and C. E. 
Davis, sales manager, were 
elected vice-presidents of the 
Warren Telechron Co., Ashland, 
Mass., manufacturers of Tele- 
chron Electric clocks, synchron- 
ous motors and instruments. 





KETTLE CLUB DISCUSSES 
CHANGES IN BY-LAWS 


The June 18th meeting of the 
San Francisco Pot & Kettle Club 
was turned over to George Fos- 
ter by President G. C. Gillian 
for discussion of the possible 
constitutional changes in the by- 
laws of the Associated Pot & 
Kettle Club. A suggestion was 
made by Osgood Murdock, cor- 
responding secretary, that the 
Associated Pot & Kettle Club 
remit the per capita dues to the 
member clubs. Mr. Putnam made 
the motion that the dues be set 
at $50c, or not to exceed ten 
per cent of the local dues. The 
motion was carried. 

It was suggested that the dele- 
gates be instructed to act for the 
club at the National Convention. 
It was also suggested that the 
Housewares Directory be _ han- 
dled by a permanent committee. 
This motion was also carried. 

Fifteen members and a visitor, 
George Slater of Los Angeles, 
were present at the meeting. 





SAFETY RAZOR 
GROUP ORGANIZED 


Formation of the National 
Association of Safety Razor and 
Blade Manufacturers was com- 
pleted June 24 at a meeting of 
leading manufacturers in the 
field held at the Hotel Pennsyl- 
vania, New York City. 

Milton Dammann of the 
American Safety Razor Corp. 


AE 


| was elected president; Howard 


| Strauss, 





Ardell, Razor Blade 
Corp., vice-president; A. J. 
Lindblad, treasurer, and W. J. 
Parker of W. J. Parker, Inc., 
secretary. The former Code Au- 
thority is being liquidated. The 
new body is drafting a voluntary 
agreement covering trade prac- 
tices which will be submitted to 
another meeting. 





NEW ENGLAND PAINT AND 
OIL CLUB HOLDS OUTING 


With 150 members and guests 
present, the annual outing of the 
Paint and Oil Club of New Eng- 
land was held at the Sandy Burr 
Country Club, Wayland, Mass., 
June 12. Vice-president Sumner 
B. Woodbridge, an executive of 
E. I. du Pont de Nemours, 
Everett, Mass., presided as toast- 
master at the dinner served in 





the club house. Willard E. Mas- 
ten, past president of the Na- 
tional Paint, Oil and Varnish 
Association, March G. Bennett, 
of Samuel Cabot, Inc., and 
Frank E. Gallagher of Rubberset 
Co., spoke briefly. Robert B. 
Jude, Spencer Kellogg & Sons 
and William O. Thompson, 
Krebs Pigment & Color Corp., 
were elected members. 
orate floor show was staged. 

Prizes, donated by 35 firms, 
were presented winners in the 
golf and quoit competitions. The 
committees were. Robert Grant, 
general chairman; golf—H. O. 
Phalen, Elmer Smith and H. A. 
Hall, Jr.; sports—W. D. Rock- 
wood, Silvanus Smith and Wil- 
liam Ingram; entertainment—C. 
K. Stodder, William G. MclIn- 
tyre and Joseph Hughes; punch 
board—Frank Appleton, Frank 
Lane and Robert Grant. 





24 STATES HAVE SALES 
TAX LAWS ON BOOKS 


Sales tax laws for the primary 
purpose of affording some degree 
of relief to state governments 
confronted with serious fiscal 
problems are on the books of 
half the states in the union. 
This is an increase of 21 states 
since April, 1932, at which time 
only Mississippi, North Carolina 
and Virginia had imposed retail 
or general sales taxes. 

Arizona, North Carolina and 
Washington have general sales 
taxes. Mississippi and New 
Mexico have gross receipt taxes 
while Indiana and West Virginia 
have gross income taxes. Retail 
sales taxes are imposed in 
Arkansas, California, Colorado, 
Illinois, Iowa, Kentucky, Mich- 
igan, Missouri, North Dakota, 
Ohio, Oklahoma, Utah, Washing- 
ton, West Virginia, Wyoming, 
New Jersey and South Dakota. 
Washington and Virginia impose 
retail sales taxes simultaneously 
with taxes on a broader’ sense. 

A characteristic of the recent 
sales tax laws is their lack of 
uniformity. There is not even ap- 
proximate similarity among the 
states in respect to taxable ob- 
jects, exemption, rates or sched- 
ules, and other features. 

Rates for retail taxes vary 
from one-half of one per cent 


| in Missouri to 3 per cent in 


Kentucky, Michigan and Ohio. 
In Illinois the rate has been in- 


| creased from 2 per cent to 3 per 








cent. The most common rate is 
2 per cent. With the exception 
of Utah, which taxes malt prod- 
ucts at a special rate of 10 per 
cent, the rates in the various 
states for retail sales are uniform 
with respect to all taxable ob- 
jects. 

Taxable objects vary widely 
in the different states. Cali- 





fornia, Illinois and Ohio tax 
sales of tangible personal prop- 
erty only. Indiana, Mississippi, 
South Dakota and West Virginia 
tax also gross receipts from util- 
ity services, amusements, com- 
munications, advertising, whole- 
sale sales, the value of the out- 
put of extractive industries, and 
service and miscellaneous in- 
comes. 

Exemptions are generally lim- 
ited to those transactions be- 
yond the power of the states to 
tax, as sales in interstate com- 
merce, and to sales of articles 
already heavily taxed, as cigar- 
ettes and gasoline. A few states 
exempt sales of foodstuffs to 
ease the burden of the poor. 

Proceeds are allocated in a 
variety of ways, with local gov- 
ernments receiving a share in 
most states. Relief and schools 
get the bulk. 

Although most of the laws ap- 
proved in the last few years have 
been adopted as temporary meas- 
ures and have definite dates of 
expiration, it cannot be assumed 
that after the emergency has 
passed the sales tax laws will be 
eliminated. In some states, both 
administrators and the public 
feel that a sales tax is not an 
unmitigated evil, especially when 
combined judiciously with other 
forms of taxation. In a number 
of states the return of prosperous 
conditions will’ not necessarily 
mean the resumption of a normal 
flow of revenue from the tax 
system as formerly constructed. 
Limitations on property tax 
levies already adopted and the 
strength of this movement, indi- 
cates that sales taxes may be 
retained indefinitely in certain 
states because no practical al- 
ternative exists. 


An elab- | 


BORG-WARNER BUYS 
CALUMET STEEL STOCK 


All of the capital stock of the 
Calumet Steel Co. of Chicago 
Heights, Ill., has been purchased 
by the Borg-Warner Corp., Rock- 
ford, Ill., and now operates as a 
separate Borg-Warner subsidiary, 
it was announced June 14. Roy 
C. Ingersoll is the new president 
of the Calumet company. Mr. 


Ingersoll is a director of Borg- 
| Warner Corp. and president of 





the Ingersoll Steel & Disc Co. 
Division of Borg-Warner Corp. 

Mr. Ingersoll was chosen pres- 
ident of the Calumet Steel Co. at 
a meeting of the board of di- 
rectors, June 13. F. G. Carrel, 
formerly secretary of Calumet, 
was named vice-president and 
Mathew Keck was elected as sec- 
retary and treasurer. 

Directors of Calumet Steel Co. 
are: R. C. Ingersoll, F. G. Car- 
rel, S. L. Ingersoll, Frank Mat- 
thiessen and C. S. Davis. It is 
contemplated that in the near 
future the membership of the 
board will be enlarged to include, 
with others, Harold G. Ingersoll. 

The Calumet Steel Co. will 
continue to manufacture steel 
bars, shapes and various prod- 
ucts rolled from standard section 
tee rails and axle steel. Major 
products of the company include 
reinforcing steel for concrete 
construction, merchant bars, bed 
and bed spring steels, farm im- 
plement, machinery and equip- 
ment steels, steel fence posts, 
structural steel tubing, wheelbar- 
row handles and farm gates. 


SALEM J. WOLF IN 
HARDWARE 65 YEARS 


Salem J. Wolf, presiaent of 
the S. J. Wolf Hardware Co., 
Altoona, Pa., and one of the pio- 
neer hardware men in Altoona 
and Blair counties, recently cele- 
brated his 65th year in the hard- 
ware business and his 81st birth- 
day. 

Mr. Wolf started his career in 
the E. E. Locke, Jr., hardware 
store in his native town, Holli- 
daysburg, Pa., in 1870. Six years 
later he succeeded Mr. Locke 
and the firm name was changed 
to A. J. Wolf & Son. After five 
years, Mr. Wolf purchased his 
father’s interest and became a 
partner with his brother, Henry 
A. Wolf, doing business as the 
Altoona Hardware & Supply Co. 

When this partnership was dis- 
solved, Mr. Wolf again engaged 
in business for himself with a 
store in the Mateer Building un- 
der the present name. Although 
his son has been business man- 
ager for the last few years, Mr. 
Wolf still takes an active part in 
the management of the concern. 


HARDWARE AGE 
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PHILA. GROUP OPPOSES 
COMPENSATION INCREASE 


Increases in workmen’s com- 


pensation while taxes are so 
many and high and relief of the 
unemployed continues are op- 
posed by Philadelphia hardware 
retailers. 

The Retail Hardware Associa- 
Philadelphia, at its 


tion of 





PAUL D. ZENTMYER 


monthly meeting in Kugler’s 
restaurant, June 20th,  con- 
demned changes in the compen- 
sation rates but approved the 
principle of the Compensation 
Act of 1915. Paul D. Zentmyer, 
an attorney, talked on the Work- 
men’s Compensation Law of 
Pennsylvania, citing a number of 
court decisions applicable to the 
retail hardware business in its 
relation to its employees. “There 
are many fraudulent claims for 
compensation due to _ injuries 
which have been sustained out- 
side the business,” he warned 
the hardware men. He said 
further that the time is coming 
when it will be quite difficult 
for an unscrupulous business 
man to obtain compensation in- 
surance, and for an unscrupulous 
employee to collect it. Mr. Zent- 
myer also explained the power 
and jurisdiction of the magis- 
trate’s course in small debt col- 
lections, informing them how to 
act as their own attorneys in 
such cases. 

William C. Besner, first vice- 
president, presided. The Retail 
Hardware Association will hold 
its annual outing at Silver Lake, 


eo 


COLEMAN HARDWARE 
PLANT TO RE-OPEN 


| 
| 
Early revival of the Coleman | 
Hardware Co., Morris, IIl., once | 
one of the leading industries | 
there, was seen in the announce- | 
ment of the purchase of the | 
property by W. H. Beckwith and 
F. W. Gebhard, with R. F. 
Crudington of Bridgeport, Conn., 
plant manager of wide experi- 


JULY 18, 1935 





ence. It was also announced 


‘that they would take immediate 


steps to rehabilitate the old 
foundry and resume production 
probably by August 1. 

The Coleman firm is one of 
the oldest manufacturing indus- 
tries in Morris. The plant was 
first established in 1867 under 
the name of the Hall Furniture 
Company. It later became the 
Morris Iron Works and then the 
Sherwood School Furniture Com- 
pany. 
destroyed by fire, it was rebuilt 
and then operated by the Ohio 
Butt Co. for several years, finally 
being taken over by J. G. Cole- 
man of Chicago, who named it 
the Coleman Hardware Co. The 
firm manufactured all sorts of 
hardware specialties but worked 
at capacity production on fur- 
niture casters and sash pulleys. 

The plant includes a molding 
department, machine shop, pat- 
tern shop, carpenter shop, core 
room and shipping department. 
Included with the property was 
a dockage facility along the 
Illinois-Michigan canal. 

Mr. Crudington, who will as- 
sume active management of the 
plant, for many years has been 
in the metal manufacturing busi- 
ness in Grand Rapids, Mich., 
and Bridgeport, Conn., but has 
been inactive for the past three 
years. 

The plant will be operated as 





When the building was | 





in the past, a foundry and hard- 
ware specialty manufacturing 
concern and will be an indepen- 
dent business. Efforts will be 
made by the new manager to 
revive old trade affiliations. 
Later efforts will be made to ‘ex- 


pand into new lines to insure a | 


balanced production schedule for 
the plant to secure uninterrupted 
year-round work so far as pos- 
sible. 
HALL HARDWARE CO. 
HOLDS ANNUAL PICNIC 


The Hall Hardware Co., of 
Minneapolis, Minn., 


recently | 


held its annual picnic at Breezy | 


Point Lodge on Pelican Lake, 
Pequot, Minn. 
manufacturers representatives at- 
tended. 


’ Those attending engaged in | 


golf, trap shooting and fishing 
tournaments. There were op- 


More than 100 | 


portunities for swimming, bowl- | 


ing and cards. 


Breezy Point is located in the | 
heart of Minnesota’s 10,000 lakes | 


and easily accessible from all 
parts of the country. Although 
in the north woods, the resort 
has a real golf course of stand- 
ard distances and well kept 
grass greens. One may indulge 
in tennis, trap shooting, fishing 
and other sports. There are 
suitable hotel and cottage ac- 
commodations. 





IRWIN AUGER BIT CO. SALES POLICY | 
FILED WITH FAIR COMPETITION BODY | 


R. F. Ohmer, vice-president, 
The American Institute of Fair 
Competition, Dayton, Ohio, an- 
nounced on July 6, 1935, that the 
Irwin Auger Bit Co., Wilming- 
ton, Ohio, an institute member, 
had filed its sales policy state- 
ment. Photostatic copies of this 
statement are now available to 
all interested distributors. This 
Irwin policy statement is signed 
by H. M. Swain, vice-president, 
on July 1, 1935 and bears the 
seal and signature of a notary 
public. The text of the filed Ir- 
win sales policy reads as follows: 

“We distribute through whole- 
salers and distributors. We sell 
no other class whether under our 
own brand, private brand or no 
brand, with the single exception 
of The Wood Preserving Corp., 
Pittsburgh, Pa. 

“Any item we make whether 


| factory brand, private brand or no 


brand or any items manufactured 
in special design, quality, grades 
or types are available under like 
conditions at the same price and 
terms to all Irwin distibutors 
and wholesalers. Our prices and 
terms will be changed only 
through announcements to the 
entire trade. No rebates, special 





prices, protection against price 


W. T. WARREN BECOMES 
MANUFACTURERS’ AGENT 


W. T. Warren has opened an 
office as a manufacturers’ rep- 
resentative in Room 715, Flat- 
iron Bldg., Fifth Ave. at 23rd 
St.. New York City. For the 
past seven years he has been 
connected with the Masback 
Hardware Co., New York City, 





W. T. WARREN 


| hardware wholesalers. During 
| that time he installed several 
successful departments of the 
business, and has supervised the 
sales and purchases of a num- 
ber of important departments. 
Prior to this affiliation, he had, 
for eleven years, been engaged 


| in advertising and sales work 


decline, consigned stocks or any | 


other special concessions, such 
as advertising, unannounced 
freight, catalog allowances, etc.. 
will be allowed to anyone unless 
offered to all under like condi- 
tions. No seconds. 
house stocks, 

“Earth augers are a line made 
solely for The Red Top Auger 
Co., Birmingham, Ala., our sole 
distributor. 


No ware: | 


for manufacturers. 

Mr. Warren is starting with 
a few well-known, non-conflicting 
lines of related character, and 
has stated that it will be his 
policy to specialize and concen- 
trate sales effort through hard- 
ware wholesalers and chain and 
department stores in New York 
and vicinity. Through restrict- 
ing selling activity to a limited 
number of lines, and by aggres- 


| sive cultivation of the most im- 


| portant 


“This statement of sales policy | 


applies to all sales in the United 
States. It is designed to protect 


profit and volume of all Irwin | 
distributors and wholesalers. We | 
have tried to tell the whole truth | 
about our sales policy, and will | 
gladly furnish further informa- | 
tion to anyone on any point not | 


clear. Believing most 
competitive evils come about 
through secrecy, we urge the 
hardware trade to ask their sup- 
plier to file a statement of sales 
policy with The American Insti- 
tute of Fair Competition, Inc.” 
Mr. Ohmer announces that as 
other manufacturer members of 


the institute file sales policy | ton, 


statements, these will be made 
available also. 


unfair | 


| 


distributing factors, it 
will be his aim to represent 
manufacturers in an_ efficient 
manner. 

Facilities for displaying sam- 
ple lines are provided at Mr. 
Warren’s office. 


TOOL, DIE FIRM 
TO OPERATE BRANCH 


Construction of a new factory 
at Evansville, Ind., probably to 
be known as the Evansville Tool 
and Die Company, will be 
started there soon. The plant 
will be a branch of the East 
Dayton Tool and Die Co., Day- 
Ohio, which now has 
branches in Dayton and South 


Bend, Ind. 
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BETHLEHEM ACQUIRES 
SOUTHERN WAREHOUSE 


Bethlehem Steel Co. has ac- | 


quired modern warehousing for 


its steel products in Savannah, | 


Ga., to serve southern jobbers. 
A complete line of Bethlehem’s 
sheets and wire products will be 
stocked in quantity, readily 
available for immediate shipment 
to any part of the South. This 
line includes “Beth -Cu- Loy” 
sheets made from Bethlehem’s 
copper-bearing steel and also its 
“Bethanized” wire. 





| department of Murphy Varnish. 
| Mr. Burgess spoke briefly on the 
| new kinds of car finishes and 
| explained how they should be 
| used. After speaking, he demon- 


strated on panels showing the | 


correct method with which the 
various lacquers and enamels 
should be applied for the best 
results. The meeting was then 
turned over to Mr. Cunningham, 
sales representative of the Mur- 
phy concern who spoke on the 
art of blending and matching the 


| various kinds of car finishes. 





Service activities will be cen- | EXHIBITS WERE FEATURE 


tered in the former Weed ware- 


house, a two-story brick building | 
80 x 200 ft., containing 32,000 


AT BROOKLYN MEETING 
Exhibits of the lines of twenty- 


sq. ft. of floor space, at 532 In- | four manufacturers were a fea- 
dian St., adjoining the Savannah | ture of the May 9 meeting of the | 


Terminal Co. tracks of the Cen- 
tral of Georgia railroad. 


VERMONT CO. HOLDS 
JOINT LACQUER CLINIC 


The White River Junction 
branch of the Vermont Hard- 
ware Co., Inc., Burlington, Vt., 
held a joint lacquer clinic with 
the Murphy Varnish Co. recently 
at the White River Junction 
store. More than 60 dealers from 
within a radius of 40 miles were 
present at the meeting. 

J. M. Ingerson, salesman for 
the Vermont firm opened the 


meeting and introduced H. N.| York City, present as guest, was 


| Brooklyn Hardware Association. | 


The displays were interesting 
and colorful and attracted a 
great deal of attention. Attend- | 
ance was unusually good, with | 
about sixty being present. 

The meeting was the first at 
which the new president Martin | 
Tarzian has presided. President 
Tarzian pledged support to the 
needs of dealer members and ex- | 
pressed the intention of appoint- | 
ing very active committees to be | 
responsible for the activities of | 
the organization. 

Carlton B. Waller, president, 
Underhill, Clinch & Co., New 


Burgess, manager of the lacquer | introduced and announced as a | 


speaker at one of the meetings 
in the near future. George‘ Bren- 


nan, the association’s attorney, | 
briefly discussed legal matters of | 


current interest to dealers. The 
regular question box was con- 
ducted by R. J. Atkinson, and 
H. A. Cornell reported on en- 
tertainment committee activities. 





PAINT COMPANY HOLDS 
EXHIBIT IN BANK LOBBY 


The Grand Rapids Paint Co., 
Grand Rapids, Mich., manufac- 
turers of paints, varnishes, lac- 
quers and enamels, recently held 


| an exhibit in the lobby of the 


Peoples National bank, which is 
sponsoring a series of displays 
featuring Grand Rapids indus- 
tries. 

The exhibit was under the 
charge of Miss Grace Disk who 
painted and decorated furniture 
in the newest of modern colors. 


| She offered suggestions on meth- 


ods of paintings and_ color 
schemes. A feature was a minia- 
ture Dutch Kraft painted house 
showing types of finishes and 
colors for the modern home and 
the ingredients used in the man- 
ufacture of the company’s prod- 
ucts. 

Jack Smith in Dutch costume 
distributed souvenir packages of 
Dutch Kraft cleaner to visitors 
and five gallons of Dutch Kraft 
house paint was given away. 








GAREHIME & BOONE 
MOVE QUARTERS 


Garehime & Boone, wholesale 
distributors of hardware and 
housewares, recently announced 
their removal to 263 Ninth St., 
San Francisco, Cal., where they 
are operating as wholesale dis- 
tributors of the lines represented 
among which are: 

Damascus Steel Products Co., 
Rockford, Ill.; Indiana Handle 
Co., Paoli, Ind.; Republic 
Enameling & Stamping Co., Can- 
ton, Ohio; De Vilbiss Rubber 
Co., Toledo, Ohio; Atlantic Tub- 
ing Co.; Diamond Calk Horse- 
shoe Co., Duluth, Minn., on their 
line of wrenches and pliers and 
Great Western Rope Co.’s line 
of cordage. 

In addition, they are handling 
electrical supplies, rubber and 
brass goods. Their operations 
are confined exclusively to retail 
dealers. 


NEW JERSEY GROUP 
HOLDS ANNUAL OUTING 


Essex County Retail Hardware 
Association, N. J., recently held 
their fourth annual outing at 
Sains Hotel, Mount Freedom, 
N. J. About 300 were present. 
Various games such as hand ball, 
baseball, and cards were en- 





joyed by those present. 


DE VOE & REYNOLDS HOLD SALES MANAGERS’ MEETING IN N. Y. 


At a recent sales manager’s | the firm’s several companies. At- 


meeting of the DeVoe & Rey- | tending the meeting, from left 


nolds Co., Inc., New York City, 


their Superkleen Brush line was | Vertising manager, 


presented by A. H. Mohrhusen, | Reynolds; J. C. Soulie, manager 
| Atlanta branch; C. A. Packard, 


| Assistant Sales Manager Brush 


sales manager of the Brush Di- 
vision followed by a visit to the | 
firm’s brush factory in Brooklyn, | 
N. Y. 


This meeting is an annual 


event, taking place each June, | ledge, vice-president, Devoe & 
and is attended by sales man- 
agers from various divisions of 


| liams, 


worth Howland Co.; E. S. Black- 





to right, were: Ivor Kenway, ad- 


Devoe & 


Division; S. B. Totten, Detroit 
branch manager; Roger Wil- 
Sales Manager, Wads- 





Reynolds, Industrial Division; G. 
P. Gray, Western district man- 





ager; E. S. Booker, vice-presi- 
dent and general manager, | 
Peaslee Gaulbert Paint & Var- | 
nish Co.; H. J. Birtch, manager | 
Buffalo branch; R. R. Doak, | 
Southern district manager; E. T. | 
Gray, Central District manager; | 
E. P. Kelley, sales manager, 
Peaslee Gaulbert Paint & Var- 
nish Co.; G. S. Merwin, manager 
Painters Division; G. R. Har- 
rington, vice-president, Devoe & 
Reynolds; L. R. Helms, assistant 
New York branch manager; F. 





H. Appleton, manager Retail 
Stores Division; Floyd E. Rich- 
ards, Brush Division; A. H. 
Mohrhusen, sales manager Brush 
Division; E. F. Kelchner, man- 
ager New York branch; W. R. 
Simpson, manager Chicago 
branch; F. C. Keeler, assistant 
manager New York branch; J. 
H. Lovett, manager Artist Ma- 
terial Division; K. R. Adams, 
superintendent brush factory; T. 
J. Kenny, assistant sales man- 
ager. 
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PHILA. LAWN MOWER 
SALES AGENTS MEET 


The Philadelphia Lawn Mower | 


& Mfg. Co., Philadelphia, Pa., 
held its annual salesmeeting July 
8 and 9 at Philadelphia. The 
company’s sales agents from Chi- 
cago east, numbering about 15 
men, attended the sessions which 
were under the direction of 
Joseph De Jure, sales manager. 
E. L. Davis, treasurer, discussed 
credit policies and reported very 
marked improvement in _ collec- 
tions in all sales territories. The 
greater part of the discussions 
were led by Mr. De Jure and 
were devoted to merchandising 
plans and sales policies. A new 
unbreakable mower, for the 
medium price field was _intro- 
duced. In the discussion of sell- 
ing plans it was emphasized that 
the company distributes through 
wholesalers wherever possible 
and that business has shown and 
is showing encouraging progress. 

One full day was spent at the 
factory studying production facil- 
ities and methods. This feature 
was under the direction of H. M. 
Hessenbruch, president of the 
company. 

Those attending were Ike 
Alkon and John Gunn, Gunn- 
Alkon, Inc., Boston; A. P. Hend- 
ricks and E. W. Howell, Hend- 
ricks & Howell, New York City; 
L. H. Judge, Cleveland; Irving 
S. Kemp, Chicago; K. Lester 
Wilson and John W. Basil, Wil- 
son & Basil, Baltimore; W. W. 
Damal, Cleveland; Geo. Hough- 
ton, Philadelphia, and S. H. 
Paul, and W. A. B. Paul, of the 


company. 


REMINGTON EXPLAINS 
CORPORATE CHANGE 


Confusion, following publica- 
tion of a report that the Reming- 
ton Arms Cutlery Co. had been 
dissolved, led James H. Chasmer, 
works manager of the Remington 
Arms Co., Inc., Bridgeport, 
Conn., to issue the following 
statement recently: 

“It is believed that a notice 
which appeared in local news- 
papers on July 2, relative to dis- 
solution of the Remington Cut- 
lery Co., may have caused some 
misunderstanding. This trans- 
action was merely a legal action 
which does not affect operations. 

“The Remington Arms Co., 
Inc., owned all the capital stock 
of the Remington Cutlery Works, 
Inc. In order to simplify the 
corporate structure, the latter 
company has been dissolved and 
the cutlery works will be oper- 
ated as a division of the Rem- 
ington Arms Co., Inc.” 
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Officers of Newly Formed Texas Hardware Boosters Club 


ee 


YOINCIDENT with the annual 
convention of the Texas 
Wholesale Hardware Association 
at Galveston, June 22, a meeting 
was held by manufacturers’ rep- 
resentatives calling on the whole- 
sale hardware trade of Texas, 
and the “Texas Hardware Boost- 
ers Club” came into being, with 
charter membership in excess of 
forty men. 
One of the major purposes of 
the new club is to provide en- 
tertainment for the Texas whole- 








ERNEST H. FABRITZ 


Ernest H. Fabritz, 40, presi- 
dent of Ernest H. Fabritz, Inc., 
which operates three hardware 
stores in Ottumwa, and one in 
Oskaloosa, Iowa, died June 20 
after an operation. Mr. Fabritz 
entered the hardware business in 
1919 and in the course of his ca- 
reer was a state representative 
and was active in civic and fra- 
ternal organizations. Surviving 
are Mrs. Fabritz and four chil- 
dren. 


GEORGE F. McKINNEY 


George F. McKinney, 85, 
pioneer hardware dealer and 
founder of the Cottonwood Hard- 
ware Co., Cottonwood, Idaho, re- 
cently died at his home of an 
attack of paralysis. Mr. McKin- 
ney came to Idaho from Golden- 
dale, Wash., in 1899. While not 
actively in the business during 
the past few years, he retained 
his interest in the firm he 
founded. He is survived by his 
wife, two sons and a daughter. 


CHARLES R. ROOT 


Charles R. Root, 72, paint 
manufacturing pioneer, died at 
his home in Los Angeles, Cal. 
Death came suddenly from a 
heart ailment. 

Mr. Root entered the employ 


: r 


V. H. MORGENSTERN, L. S. PICKUP, NAT M. JOHNSON AND J. F. BOXWELL 








salers and their guests at the 
annual conventions. In addition, 
the club will work with the 
wholesalers in numerous ways 


, between conventions in “Boost- 


ing the Hardware Industry in 
Texas,” which has been adopted 
as the official slogan. Member- 
ship is limited to salesmen sell- 
ing the hardware jobbing trade 
in Texas, with honorary mem- 
bers including officers of hard- 
ware associations and editors of 
hardware trade publications. It 


OBITUARY 


of the W. P. Fuller Paint Co., | 


San Francisco, at the age of 16. 
From then until his retirement 
in 1929, he was with the Fuller 
concern, eventually being made 
manager of the southern district. 
He was also manager of the Los 
Angeles branch in 1909. Mr. 
Root was a charter member of 
the Los Angeles Paint, Varnish 
and Lacquer Association. 

Surviving are his wife, Mrs. 
May H. Root, three sons, J. 
Langdon Root, P. W. Root and 
Charles R. Root, Jr., and two 
daughters. 


JAMES M. SANDERS 

James M. Sanders, president 
of the United States Stamping 
Co., Moundsville, W. Va., died 
June 26 in Reynolds Memorial 
hospital, Glendale. He had un- 
dergone an operation at the 
hospital. 

Mr. Sanders, born and reared 
in Bellaire, Ohio, came _ to 
Moundsville in 1901, when he 
assisted in founding the United 
States Stamping Co., which has 
been one of the city’s leading 
industries. Until the past few 
years he was in active manage- 
ment of the firm, and since that 
time, acted in a _ supervisory 
capacity. 

Mrs. Mildred Fitzsimmons 
Sanders, his wife, survives. 











is expected that active member- 
ship will reach 75 or more. 

Officers of the new club are 
as follows: President, J. F. Box- 
well, Dallas (Yale & Towne Mfg. 
Co.) ; first vice-president, L. S. 
Pickup, Dallas (The Stanley 
Works); second vice-president, 
V. H. Morgenstern, Fort Worth 
(V. H. Morgenstern & Co.) ; sec: 
retary and treasurer, Nat M 
Johnson, Dallas (Southern 
Hardware). 








JOHN F. SIMS 


John F. Sims, 57, veteran 
hardware dealer of Kansas City, 
Kansas, died recently. Death 
was caused by apoplexy. He had 
operated a hardware business at 
2706 Brown Ave., Kansas. Sur- 
viving are his wife, Mrs. Ada 
Sims; three sons, Robert Sims, 
Donald Sims and Howard Sims. 





SAMPSON F. GLASSUP 


Sampson F. Glassup, 68, hard- 
ware dealer at 189 North Com- 
mon St., Lynn, Mass., for more 
than 20 years, was found shot to 
death in the basement of his 
store, June 28. He resided at 
Melrose, Mass. He had been in 
poor health for some time. Sur- 
viving are his wife, Mrs. Fannie 
Glassup, and a son, Charles F. 
Glassup. 


HERBERT F, LEE 


Herbert F. Lee, 57, of the Lee 
Brothers Hardware Co., Cold- 
water, Mich., died at the Ford 
Hospital in Detroit, June 23, 
following a major operation. 





MOSES FORD 


Moses Ford, 45, member of the 
hardware firm of Welfeld & Ford, 
Baltimore, Md., died July 8 at 
his home there. He had been ill 
for several months. He is sur- 
vived by his widow and two 
sons. 
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DECLINES BECOMING EFFECTIVE 


Ingot Copper 


Steel Shot 


Copper and Brass Products 
Some Makes of Flint Paper & Emery Cloth 


ADVANCES BECOMING EFFECTIVE 


Nos. 1 and 2 Manila Rope 
Hard Fibre Twines 
Rim Locks & Sets 


Trace Chains 
Window Shades 
Coaster Wagons 
Bright and Brass Wire Goods 


July 
18th 
1935 


ADVANCES BEING ANTICIPATED 


Automobile Tires 


On horseshoe nails several 
makers of leading brands have 
brought out a new quality and 
brand, priced slightly under the 
standard first and second quality 
nails, and intended to meet Swedish 
nail competition. The price differ- 
ential between the former cheaper 
nails and the new competition grade 
is said to be only about one cent per 
pound. 

* * * 

An important paint brush 
manufacturer has issued new prices, 
effective July 1, with some changes 
both up and down. An analysis 
made by one of the larger whole- 
salers reports that out of 23 best- 
selling varnish brushes, two remain 
unchanged in price, ten have de- 
clined from 4 to 23 per cent (aver- 
aging 9 per cent drop), and eleven 
have advanced from 4 to 13 per 
cent (averaging 8 per cent advance). 
Nineteen selected numbers of wall 
brushes show, similarly, six de- 
clines, ranging from 2 to 12 per 
cent—and averaging 8 per cent less 
—also thirteen advances, ranging 
from 5 to 21 per cent—an average 
increase of 11 per cent. 

* * * 


Some manufacturers of coas- 
ter wagons, as recently forecast, an- 
nounced an advance of 10 per cent 
in prices on July 10, a partial re- 
covery from the low and competitive 
market which had been in effect for 
several weeks. Jobbers and retail- 
ers alike have been taking advan- 
tage of the exceptional values, both 
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in quality and price, which the low 
market afforded—and have made 
more liberal purchases than for a 
long time past. 

* & *& 

A decline on steel shot of five 
cents per case went into effect last 
month. Comment by some manu- 
facturers indicates that the decline 
should only be of short duration, be- 
cause labor costs, they say, are 
higher—not lower. 

* * * 


A news item concerning auto- 
mobile tires ascribes the statement 
to the president of the Lee Rubber 
and Tire Corporation that an ad- 
vance of 20 per cent in tire prices 
may be effective very soon. This 
company is said to be considering 
such an increase, regardless of the 
action of other tire makers, stating 
that operating costs now prevailing 
make such a price recovery quite 
essential. 

* * * 

The market on flint paper 
and emery cloth has been further 
lowered by some manufacturers, 
though this latest decline, which is 
small, has apparently not become 
general. There has been a very 
good volume of orders moving on 
leading brands of these materials, 
during the past two months, due to 
the disposition of the standard mak- 
ers to keep their prices near the 
competitive levels of the smaller 
producers. In some quarters, an ad- 
vance had been expected at this 
time, instead of the current small 


OW'S the 


decline. It is still felt that the 
market is so low that the next price 
move will probably be upward. 


* *& 


Paint and varnish sales dur- 
ing May, officially anounced by the 
industry, gained approximately 12 
per cent, both over the sales of 1935 
and over those of May, 1934. This 
improvement is partly due to im- 
proved sales to industrial buyers, 
but is in no small measure attributed 
to the national trend today for 
“freshening up” homes and home 
furnishings. Wholesale linseed oil 
quotations declined 144 cents per 
gallon and gum turpentine declined 
four cents per gallon on July 5. 


* ® @ 


Announcements are appear- 
ing in the press concerning the new 
metal radio tubes, produced by RCA, 
and offered in some new sets put 
out by General Electric and by a 
few other makers. It is understood 
that the metal tubes will cost from 
50 to 100 per cent more than the 
glass tubes, so for a considerable 
time there will be an option as be- 
tween metal and glass tubes in sets 
offered by these or other manufac- 


turers, 
* & * 


Window shade prices were 
marked up about 5 per cent, effec- 
tive June 20, with a slight improve- 
ment in the distributor’s discount, 
tending to make the distribution of 
shades more attractive through hard- 
ware channels. Until recently, dry 
goods and department store outlets 
had accounted for a large portion 
of the shade volume, but late at- 
tractive offerings at low prices, both 
in cloth and fiber shades, are re- 
sponsible for a widening circle of 


distributors. 
* * 


Rim locks and sets are taking 
higher prices, effective July 8, which 
may be the forerunner of other ad- 
vances in lock hardware. Common 
rim lock sets have been raised to 
the wholesalers 15 cents per dozen, 
mortise inside lock sets, 25 cents 
per dozen, and pottery (only) knobs, 
20 cents per dozen. The percentage 
of these changes in wholesale costs 
is about 5 to 6 per cent. 


HARDWARE AGE 
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Quotations on trace chains 
were marked up, effective July 10. 
The current increase practically off- 
sets the reduction of about 8 per 
cent which was made in April, but 
with the discount to jobbers and the 
terms and freight basings un- 
changed. No advances have been 
announced on other types of chain, 
and buyers are expecting a steady 
market for the rest of this quarter. 


* %*+ 


Prices on gloves and mittens 
for immediate or fall shipment are 
generally steady, with the larger 
manufacturers holding to the wage 
and hour schedules and to the quo- 
tations last ruling under NRA. Some 
cutting has been rumored, on attrac- 
tive orders, by smaller factories, but 
most sellers express the feeling that 
prices and margins are at a mini- 
mum so long as current labor costs 


prevail. 
* * * 


Manufacturers of poultry net- 
ting withdrew on July 1 the 1935 
price schedules established last fall, 
and while the net resale prices to 
the trade are unchanged, the dis- 
counts to wholesalers are shortened, 
apparently to prepare for a better 
market for the 1936 season. All 
makers have complained of the price 
cutting and the close margins of 
the past spring and seem deter- 
mined to market netting on a basis 
more attractive to themselves an- 


other year. 
* * * 


Galvanized hardware cloth 
prices have been reaffirmed July 1, 
by all important manufacturers, on 
the slightly advanced basis estab- 
lished in March. The familiar 2 x 2 
mesh, in standard widths, is priced 
to the trade at $3.25 per 100 sq. ft., 
f.o.b. eastern and central jobbing 
and factory points. 

x * * 


Manila rope prices were ad- 
vanced, effective July 8, one-half 
cent per pound, affecting both No. 1 
and No. 2 quality, but with no 
changes on manila lariat rope. All 
sisal rope also remains unchanged. 
The wholesale trade was given pretty 
thorough notice of this small ad- 
vance, which therefore may not be 
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immediately effective to retailers in 
all areas. Some jobbers have good 
supplies bought even before the pre- 
ceding mark-up of May 16. Hard 
fiber twines, including lath yarn, 
have been increased one-half cent 
per pound in price. 


® * ¢ 


The expected break in price 
of ingot copper, from the long-main- 
tained NRA level of nine cents per 
pound, took place on June 27—when 
the market dropped to eight cents. 
Since this change, there has been 
rather active buying, and apparently 
leading users of copper arereasonably 
satisfied that the eight-cent level is 
fair and safe. Immediately follow- 
ing the decline in copper, most lead- 
ing copper and brass products have 
been reduced one cent per pound, 
or a relative amount. These prod- 
ucts include sheets, wire, and bars, 
bare and waterproofed electrical 
wires, soldering coppers, copper riv- 
ets, and the like. The former mill 
extras on small-lot purchases of cop- 
per sheets and wire are maintained, 
so the reduction of one cent per 
pound in the base does not appear 
as a particularly heavy percentage, 
on the sizes and quantities usually 
distributed through hardware chan- 
nels. 


HARDWARE Business ? 


Bright and brass wire goods 
have now been increased in price, to 
partly recover from the very low 
market effective during the spring. 
The new recommended discount to 
retailers is 50 per cent off standard 
list prices. All the various plated 
finishes are affected, and cup and 
shoulder hooks have also advanced. 


* %*+ 


Washing machine sales, for 
the first five months of 1935, recent- 
ly reported by the Manufacturers’ 
Association, show an industry total 
on all household washers of 601,959 
machines—the largest for any five 
months’ period in the industry’s his- 
tory. The increase over the corre- 
sponding months of 1934 was 10,943 
machines, or approximately 1.8 per 
cent. 

* * * 


New offerings in prepared 
roll roofing have appeared rather fre- 
quently this year. Following the 
added competition grade, in three 
weights, put out several weeks ago, 
a leading maker now presents a new 
line of fine-granule surfaced roll 
roofing, in red and green colors, 
and in 40, 50 and 60 lb. weights per 
square, at dealer prices ranging from 
$1.21 to $1.72. Since these roofings 
are considerably lighter than the 
standard (90 lb.) slate surfaced, 
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and are more lightly coated, they 
will hardly be considered a substi- 
tute for heavier slate-surfaced rolls, 
but they constitute an interesting ex- 
tension of the color idea into thee 
more competitive price field. 

* * * 

Sales of Speed Queen washers 
and Simplex ironers, as reported by 
Barlow & Seelig Mfg. Co., Ripon, 
Wis., are far ahead of any six 
months’ period in the history of the 
firm. 

* * * 

The Gibson Electric Refriger- 
ator Corp., Greenville, Mich., reports 
sales volume for the year as 132 per 
cent higher than for the correspond- 
ing period of 1934, and it is stated 
that if current predictions are real- 
ized Gibson sales for this year will 
exceed those of last year by 200 per 
cent or more. C. J. Gibson, presi- 
dent of the company, says that the 
exceptional demand has resulted in 
the warehouse inventory being com- 
pletely sold out and orders are now 
being shipped directly off the pro- 
duction line. 

* * * 

Government crop figures re- 
cently issued show an estimated 29,- 
166,000 acres of cotton in cultivation 
on July 1, the smallest acreage, 
with last year’s exception, of any 
July report since 1905. While this 
acreage shows a gain of about 4.6 
per cent over last July, the figure 
is 28.6 per cent below the average 
for the five-year period up to 1933 
inclusive. 

* * * 

Private estimates of the 1935 
corn crop give some indication of 
the great gain promised for this 
year as compared to last—now set 
at 2151 million bushels, as com- 
pared to 1381 million in 1934. To- 
day’s figures, however, are still be- 
low so-called normal production— 
about 2500 million bushels, repre 
senting the average from 1927 to 
1931. 

* * * 

The country’s important steel 
industry, while operations are held 
low by the stagnation in railway and 
structural supply sales, has not only 
held its own, but last week made 
a fair gain in the rate of operation 
to 35.3 per cent of capacity, as com- 
pared with a corresponding rate last 
year of 27.5 per cent. Mill prices 
on all basic steel items have been 
holding without a break. It is ex- 
pected that the summer lull in steel 
sales will be less severe and of 
shorter duration than for several 
summers past. Unusually large can- 
ning packs, together with growing 
demand for filling station oil cans, 
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and a new market for beer cans, 
are keeping tin plate operations at 
a high rate. There is an increasing 
“miscellaneous” demand for steel 
from hundreds of small plants which 
have been very quiet until recently. 
The cumulative effect is sufficient 
to keep the mills satisfied and to 
serve toward holding their prices 
steady. 
* *& & 

The meat packing industry is 
now feeling the full effects of the 
1934 drought and the drastic crop 
reduction program of the AAA dur- 
ing the last two years. The Union 
Stock Yards at Chicago during June 
received only 8996 carloads of live 
stock, the smallest total for any 
month in records dating back to 
1882. Prior to 1928 the June re- 
ceipts seldom fell below 18,000 cars. 

* & 


Freight car loadings in the 
week ended June 29 totaled 618,036 
cars, a gain of 50,189 over the pre- 
ceding week, but a drop of 27,967 
under the same period last year and 
23,694 below the corresponding week 
of 1933. Production of electricity 
for light and power in the United 
States, for the week ended June 29, 
was 1,772,138,000 kilowatt hours— 
5 per cent greater consumption than 
during the like week of 1934. 


* + 


The Treasury Department, in 
issuing complete figures for the 1935 
fiscal year to June 30, reported an 
all-time record for the public debt 
of $28,700,892,625. Total Federal 


expenditures in the year set a peace- 
time record high of $7,375,825,166, 
against revenue of $3,800,467,202, 
leaving the government “in the red” 
by more than $3,575,000,000 for the 
year. 
* x * 

Premium and bonus systems 
of wage payments in effect in 1935 
cover approximately three times as 
many wage earners as in 1924, ac- 
cording to data collected by the Na- 
tional Industrial Conference Board 
in a survey of financial incentives 
in modern industry. The propor- 
tion of wage earners on piece rates 
has dropped two-fifths in the same 
interval while the proportion on 
time rates is virtually unchanged. 
The Conference Board’s report cov- 
ers 631 companies employing more 
than 700,000 wage earners. 

* * * 


The cost of living in the 
larger cities of the United States in- 
creased 1.8 per cent in the four- 
month period from November, 1934, 
to March, 1935, according to the 
index of the Bureau of Labor Statis- 
tics of the U. S. Department of 
Labor. The bureau’s index of the 
cost of goods purchased by the 
families of wage earners and lower- 
salaried workers for March, 1935, 
was 140.3, based on costs in 1913 
as 100, while for November, 1934, 
the index was 137.8. The increase 
was caused by advances in the cost 
of all groups of items with the ex- 
ception of rent. The survey upon 
which these figures are based covers 





Effect of Sales 


There has been wide-spread adop- 
tion of the sales tax . . . and the ef- 
fect has been considerable. It has 
been a difficult tax to collect. It 
has been a burdensome tax to the 
consumer in the lower wage bracket. 
The average retailer believes that it 
has hindered and hampered retail 
activity and economic recovery. It 


INCOME 
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$1,000 under $2,000 ................... 
$2,000 under $3,000 ................... 
S000 under S5.000 ................... 
Sameo wader SIGG08 .................. 
$10,000 under $25,000 ................. 
$25,000 under $50,000 ................. 
$50,000 under $100,000 ................ 
$100,000 under $150,000 ............... 
$150,000 under $300,000 ............... 
$300,000 under $500,000 ............... 
$500,000 under $1,000,000 .............. 
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Tax on Income 


affects industry at its most critical 
spot—at the point of sale. It is 
upon this consumer-retailer trans- 
action that the entire economic 
world depends. Because the bulk 
of the consumers are in the lower 
wage group the effect is tremendous. 
This chart will show the resting 
place of the burden of the sales tax. 


Amount taken Amount taken 


under a 2% under a 3% 
tax tax 
(seem $12.18 $18.27 
ede dd 11.72 17.58 
a ADES 9.88 14.82 
Aaa 8.58 12.87 
eee 7.86 11.79 
rae 6.34 9.51 
mae 4.44 6.66 
ceuiaas 3.68 5.52 
ea 3.10 4.65 
ae a 2.42 3.63 
ate 84 1.26 
canemaled 50 By 
ee RS .20 30 


Table Showing the Approximate Amount per $1,000 of Income Which a General 
Sales Tax Takes from Different Income Groups 


—National Shoe Retailers Association. 
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Percent of Increase or Decrease in 1935 Wholesale 
Hardware SALES as Compared With Corresponding 
Months of 1934. (National Averages.) 


32 cities, each with a population of 
over 50,000 persons, scattered 
throughout the United States. 

* # & 


Residential building contracts 
indicate encouraging improvement 
over 1934; the total reported in the 
37 eastern states during the first 
half of June amounting to $25,- 
779,200, almost equal to the full 
month of June, 1934. Coming on 
top of a substantial improvement 
in May, this gain assumes even 
greater importance. Residential 
building contracts since the begin- 
ning of 1935 improved almost 60 
per cent over the similar total for 
the 1934 period. The figures for 
contracts covering all types of con- 
struction in the same states for the 
first half of June made an increase 
of about 5 per cent over the total 
for the same time last year. 

* * * 

Total U. S. imports exceeded 
exports during May for the second 
successive month, according to fig- 
ures released by the Department of 
Commerce today. Imports during 
May were $170,559,000, or $5,100,- 
000 more than exports. Prior to 
April the United States had favor- 
able balances, of exports over im- 
ports, for many months. With no 
official comment on the recent dis- 
parity, it is understood the most im- 
portant factor was the rise in agri- 
cultural imports and the drop in 
exports of that class, principally raw 
cotton. 

* * * 

Department store sales thus 
far in 1935 are estimated at about 
2 per cent ahead of last year and 
the five-and-ten cent or variety stores 
have averaged an even more modest 
gain. The best records have been 
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Percent of Increase or Decrease in 1935 Wholesale 
Hardware STOCKS as Compared With Corresponding 
Months of 1934. (National Averages.) 


*Indicates decrease of 0.01 ver cent. 


attained in mail order sales and in 
rural retail activity, which up to 
date have run close to 20 per cent 
over 1934. While future buying 
is guarded and careful, a consider- 
able volume is being placed for fall, 
particularly now that the commence- 
ment of fall shipping is only a little 
more than a month off. There are 
very few firms in general trade who 
do not expect very healthy fall ac- 
tivity—probably substantially _ bet- 
ter than any fall since 1930. 


As to general prices on mer- 
chandise, a considerable steadiness 
prevails—more than the country 
dared hope for, five or six weeks 
ago. There are changes, both up 
and down, in various commodities, 
and “hardware” lines are no excep- 
tion. Apparently there are now 
fewer severe price wars than earlier 
in the season, and such declines as 
are occurring are moderate and or- 
derly. 





Wholesale Hardware Collections 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 
tions during May to the total 
amount due from customers (out- 
standing) on first of month was 
43.3 per cent in April, 1935, and 
40.5 per cent in April, 1934. 


DALLAS—The ratio of wholesale 
hardware collections during May to 
accounts and notes outstanding on 
April 30, 1935, was 51.8 per cent. 


KANSAS CITY—Wholesale hard- 
ware outstandings on May 31, 1935, 
as compared to April 30, 1935, were 
minus 0.5 per cent, and as com- 
pared with May 31, 1934, were 
minus 9.8 per cent. The amounts 
collected in May, 1935, as compared 
to April, 1935, were plus 10.2 per 
cent, and as compared with May, 
1934, were minus 8.8 per cent. 


NEW YORK—The per cent of 
wholesale hardware charge ac- 
counts outstanding April 30, 1935, 
collected in May was 47.4 per cent 
in 1934 and 47.3 per cent in 1935. 


R'CHMOND—The percentage of 
May 1, 1935, wholesale hardware 
receivables collected during the 
month was 48.6 per cent. 


CHICAGO—The per cent of change 
from May last year in wholesale 
hardware accounts outstanding was 
minus 2.7 per cent; collections 
were plus 4.8, and the ratio of ac- 
counts outstanding to net sales 
was 157.9 per cent. 


CLEVELAND—General wholesale 
collections have held up quite well. 


ST. LOUIS—Reports relative to 
general collections reflect the same 
general trends as during the pre- 
ceding several months. Various in- 
terests reporting on collections dur’ 
ing May gave ratings as follows: 
fair, 44.4 per cent; good, 41.0 per 
cent; poor 8.3 per cent; and excel- 
lent, 6.3 per cent. 


PHILADELPHIA—The ratio of 
general wholesale collections in- 
creased 2 per cent in May. This 
was a smaller gain than is usual. 


ATLANTA—The percentage of the 
accounts and notes receivable out- 
standing at the first of the month 
which were collected during the 
month was 42.6 in May, 1935; 38.5 
in aon 1935, and 34.0 in May, 
1 . 
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Turn On the Light— 


and the People Will Find Their Own Way 
To Your Store 


N | OWHERE does the quota- 
tion “Turn on the light 
and the people will find 

their own way” apply more aptly 
than in the display window. Un- 
evenly illuminated windows are 
far below par in their effective- 
ness and large stores, with their 
brilliant lighting, attract people 
much more readily than the mer- 
chant who feels he cannot afford 
to keep all lights burning. The 
real truth is that the smaller mer- 
chant cannot afford to do without 
brilliant illumination. It is large- 
ly store atmosphere (lighting 
being a major factor) that draws 
people and it may rightfully be 
asked “if the larger stores with 
their many attractions cannot 
afford to be without lighting of 
first magnitude, how can the small 
store manage to get its full share 
of trade without it?” 

Mediocre lighting can no more 
compete in today’s struggle than 
poor merchandise and poor serv- 
ice. The illustrations here show 
graphically how the same win- 





Recommended Minimum Sizes of MAZDA Lamps and Spacing of Outlets 
for Various Sizes of Show Windows in Different Localities 





Classification of Show Window Sizes 
Height* Plus Average Depth in Feet 

















Location ] 

5 to7 8to10 | 11 to13 | 14to17 | 18 to 21 
Show Windows 
with Brilliantly 200-watt | 300-watt | 500-watt | 500-watt | **300-300 
Lighted Surround- | and up and up and up and up watt and 
ings and for the on 12” on 15” on 18” on 15” up on 15” 
Reduction of Day- | centers centers centers centers centers 
light Reflections | 
The Usually Well | 100-watt | 150-watt | 150-watt | 200-watt | 300-watt 
Lighted Districts | on 12” on 15” on 12” on 12” on 15” 
in Large Cities | centers centers centers | centers centers 
Secondary Business| 100-watt | 150-watt | 150-watt | 150-watt | 200-watt 
Locations in Large | on 15” on 18”. on 15” on 12” on 12” 
Cities and Brightly | centers centers | centers | centers centezs 
Lighted Districts 
in Medium Sized 
Cities 
Neighborhood 100-watt | 100-watt | 150-watt | 150-watt | 150-watt 
Stores in Medium on 18” on 15’ on 18” on 15” on 12” 
Sized Cities and for| centers centers |. centers centers centers 
all Stores in Small 
Cities and Towns 




















* Distance from Floor to Lighting* Units. 


** Two Rows of Outlets. 
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dow with different intensities of 
lighting can be transformed from 
a dull and uninteresting affair to 
a radiant, appealing selling force. 
No salesman who can dispose of 
the same quantity of merchandise 
can be obtained for anything like 
the same cost. The best displays 
available are inffective if they are 
not brilliantly lighted, but even 
ordinary goods under a correct 
illumination will take on an ap- 
pearance that makes them easier 
to sell. 

Through the assistance of the 
General Electric Company’s engi- 
neering staff at Nela Park we are 
able to give practical data on the 
proper illumination for a medium 
sized window which will cover the 
requirements of the average hard- 
ware store. Here they are: 


Medium size window... 5’ deep 
11’ average 
length 
8’ height 


1. 10 f.c. (average) © 
May be obtained from 
(a) 1-500 watt show window 
flood 


Very spotty distribution 
Not recommended 

(b) 100-watt lamps on approx- 
imately 2’3” centers in 
standard show window 
equipment (5 lamps in all 
—500 watts). Operating 
cost at 4 cents per K.W.H. 
or 2 cents per hour. 
(Same for l-a) 


2. 40 f.c. (average) 

(a) 200-watt lamps on 2’ 3” 
centers. Standard show 
window equipment oper- 
ating cost 


x5 
X04 = 4¢ per hour. 





Three cam- 
era shots of 
the same 
window dis- 
play, using 
the same 
film, ex po- 
sure and 
aperture but 
with three 
different 
light inten- 
sities are 
shown in 
these _ three 
cuts. Studied 
from left to 
right these 
photos 
present the 
advantages 
of improved 
lighting. 
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(b) May also be obtained with 

100-watt lamps on about 

13” centers and standard 

show window equipment. 

(Same operating cost as 
2-a) 


3. 450 f.c. 

May be obtained by a double 
row of 500-watt units on 15” 
centers, or 18 units in window 
equipped with standard show 
windowreflectors.Operating cost 
per hour = 

18 x 500 

———— X 0.04 = 0.36 





Homeworkshops 
Here to Stay 


(Continued from page 28) 


goes with him. The average school 
equipment in Mr. Mono’s territory 
is about $400. 

Another outlet for power-driven 
tools, particularly rip saws, is 
among contractors and home- 
builders. Much waste material is 
saved by ripping lumber to fit odd 
places. Instead of breaking or 
throwing away a board because of 
its excess width, it is ripped to fit. 
Some dealers have cited cases 
where contractors had bought saws 
for such purposes and reported an 
unusual amount of “accidental” 
breakage when day workers used 
them. In spite of this experience 
their use for building is growing. 
They can be readily moved from 
job to job and from floor to floor. 

Mr. Mono and his salesmen are 
strongly in favor of knowing these 
tools from actual experience in us- 
ing them so that they may suggest 





the purchase of other accessories, 
rather than from a mere superficial 
book study of the line. 

While no regular homework- 
shop club has been organized in 
New London, there is a lively club 
spirit among those who work with 
the power-driven tools. They oc- 
casionally meet at Eaton & Wil- 
son’s and discuss their experi- 
ences, discoveries and problems. 
Demonstrations of new machines 
and accessories are given at these 
meetings and the unofficial “club” 
really exists. 

About 90 per cent of the busi- 
ness done by Eaion & Wilson in 
the power tool line is for cash, but 
on occasion, good credit risks are 
sold. In some few recent cases 
high school boys have so intensely 
desired these machines that they 
have begun making deposits from 
time to time and when they have 
the majority of payments made 
they have been allowed to take the 
machines. They have always suc- 
cessfully completed the purchase. 

All merchandise on which it is 
appropriate, Eaton & Wilson de- 
calcomanias are used and these 
gold, red and black transfers add 
a touch of prestige to the store 
that carries a high grade line of 
homeworkshop equipment. 

The growth of homeworkshop 
interest is of itself a stimulus to 
the sale of the equipment but the 
hardware dealers who either follow 
the work themselves or have some 
person or persons on the sales 
staff who do, will find it far more 
satisfactory all around. It is use- 
ful equipment for dealers—they 
can make window display fixtures 
and many other store requirements 
—hbut the intimate acquaintance 
with the capabilities of the ma- 
chines will be instantly recogniz- 
able by the customer, who, though 
he may not have bought much so 
far, will have been studying his 
mechanic’s magazine and talking 
with his homeworkshop friends. 

Henry Mono will tell you, and 
rightly so, that homeworkshops 
are here to stay and within a very 
short time there will be more men 
and women who know how to use 
the power-driven machinery. To- 
day’s boys and girls will consider 
a homeworkshop in their future 
homes as necessary as any other 
standard equipment. 
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Success of F.H.A. Program 
Important to Hardware Trade 


Home modernization in more than 7000 cities and towns 


well under way. 


Reports indicate that 76 per cent of 


pledges for modernization work have been completed 


By MAJ. R. B. LAWRENCE 


Federal Housing Administration 


Washington, D. C. 


HE success of the better hous- 

ing program of the Federal 

Housing Administration is defi- 
nite proof that the home is swiftly 
regaining the position of first im- 
portance it held in American life 
prior to the post-war boom days. 
This circumstance is of vast impor- 
tance to the hardware industry. 

With the improvement of the con- 
dition of business in general and 
the building business in particular 
comes a need for the products sold 
by the hardware dealer. 

As of April 20, 1935, house-to- 
house canvasses have obtained 
pledges amounting to $1,422,295. 
These come from more than 7000 
cities and towns throughout the na- 
tion. The total insured funds ad- 
vanced under the Modernization 
Credit Plan on the same date 
amount to $57,183,101. There was 
a total of $357,775,852 in pledges, 
which clearly indicates the tremen- 
dous possibilities of selling home 
modernization equipment. 

Reports of the Better Housing 
Committees on check-ups of pledges 
show that an average of 76 per cent 
of the pledges reported have been 
completed and work is progressing 
on the balance. 

Modernization is coming into its 
own and new construction under the 
impetus furnished by the Mutual 
Mortgage Insurance Plan of the Na- 
tional Housing Act is advancing this 
early at such a satisfactory rate that 
the prospect for a great increase 
in home construction for the year 
is indicated. 

Hardware plays a big part in both 
modernization and new construction. 
And as many hardware dealers han- 
dle paint and many other products 
used in repairs of existing struc- 
tures and the building of new homes, 
they have an opportunity of reaping 
a rich harvest in this market that is 
now on the upturn. Lack of cash 
is no obstacle to modernization. The 
owner can finance his repairs an 
improvements under the Moderniza- 
tion Credit Plan. 

The average home owner is ready, 
even eager, to undertake improve- 
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ments that are in the nature of an 
investment in better living. He is 
willing to take advantage of a sim- 
ple and convenient credit plan such 
as that supplied by the National 
Housing Act. The essence of it is 
that the owner pays for the mod- 
ernization of his property in month- 
ly installments that bear a reason- 
able relation to his incomé. They 
are arranged in convenient monthly 
payments. Dividing the total amount 
needed by a sufficient number of 
months, the payments will be small. 


Up to $2,000 Credit 


A property owner with good credit 
standing in his community can get 
his application approved for any 
sum up to $2,000. He can have 
whatever time seems reasonable, up 
to a maximum of five years, to repay 
the money in regular monthly in- 
stallments. Based on the loans thus 
far made, it appears that most prop- 
erty owners want about two years. 
Few desire to borrow $2,000; most 
of them ask for sums close to $400. 
The average income of persons ob- 
taining these credits is $2,825; they 
represent the great body of home- 
owning, thrifty, wage-earning citi- 
zens who have been proved to be the 
best credit risk in the world. 


If this type of man is given his 
money’s -worth for something he 
really wants—and if the monthly 
payments are divided into sums he 
can easily meet—he will pay to the 
last penny. Always he has done it. 
We need have no worry about him. 
The real job is to give him a square 
deal and he will be glad to under- 
take the task that is nearest his 
heart, that of making a better, more 
beautiful and more _ comfortable 
home or a more efficient business 
property. 

The hardware dealer who ties in 
with the better housing program of 
his community will be able to re- 

~ceive leads from the results of their 
house-to-house ‘canvass. Calling on 
these prospects, he should be pre- 
pared to explain the method of ob- 


taining funds through the Moderni- 


zation Credit Plan. If necessary, he 
can take them to a bank or any 
other financial agency approved by 
the Federal Housing Administration 
and assist them in obtaining credit 
and cash for the work intended. 

Window displays with a moderni- 
zation background are trade-pullers. 
Therein can be shown articles that 
are approved for installation under 
the rules of the Federal Housing 
Administration, such as: Individual 
lighting plants and equipment; in- 
cinerators and other garbage disposal 
systems, if built-in; non-detachable 
heating systems and equipment 
(coal, wood, oil, gas or electricity) ; 
domestic water heating equipment 
if non-detachable; heating control 
devices; wall and floor tiles; built- 
in ventilating equipment, including 
fans; forced heat circulating equip- 
ment; kitchen units, including 
ranges and refrigerators, if built- 
in; linoleum and other floor cover- 
ing, if laid; built-in ironing boards, 
dinettes, flower boxes, cabinets, 
bookcases and cupboards; built-in 
refrigerators, including automatic 
refrigeration; fitted storm doors and 
sashes built for porches, windows, 
etc.; fitted screen doors and win- 
dows built for porches, windows, 
etc.; built-in door or wall mirrors; 
weatherstripping and awnings and 
other sun-protection made for win- 
dows and porches. 


Kees Hardware 
Catalog H-14 


Catalog H-14 is so arranged that 
Kees products are attractively and 
prominently displayed. Each item shown 
is accompanied by a complete descrip- 
tion. The front pages are devoted to 
Kees hardware builders’ line, while the 
rear pages contain Kees hardware spe- 
cialties. Items are alphabetically in- 
dexed under these sections. Price list 
folder. Additional sections for roller 
skates, ice skates, corn husking goods 
and merchandising display equipment 
may be obtained. F. D. Kees Manu- 
facturing Co., Beatrice, Neb. 


Bonney Forge & Tool 
Catalog No. 35 


The two-color, 48-page catalog No. 35 
of the Bonney Forge & Tool Works, 
Allentown, Pa., illustrates and describes 
the expanded line of wrenches and tools 
now offered to the mechanic. The 
manufacturer states some price reduc- 
tions have been made. Data for job- 
bers, jobbers’ salesmen and mechanics 
are included. A handy index system 
has been used. The catalog is printed 
on light weight stock, and punched 
to fit standard automotive loose-leaf 
binders. 
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Galvanized Sheets of Good Working Qualities 


HEETS of good working qualities make satisfied customers. Bethlehem Galvanized Sheets 
have such a soft, ductile base that it’s a pleasure to shear them, or to bend them, when 

they are used in work requiring seaming or other fabricating. 
For applications exposed to the weather or dampness give your customers extra value by recommending 


low-cost, rust-resisting Beth-Cu-Loy Sheets. Their copper content assures useful life from 2 to 2'/2 times 
as long as that of ordinary steel, when exposed to atmospheric corrosion. 
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BETHLEHEM STEEL COMPANY 


GENERAL OFFICES: BETHLEHEM, PA. 











Ins and Outs of Repossession 
Psychology in the Retail Field 


“Circumstances alter cases,” 

applies to repossession prac- 
tice, but, in general, a policy of 
early repossession—which means 
early use of the repossession 
threat—is best. 

When the instalment buyer be- 
comes delinquent on his first pay- 
ment, the deal isn’t working out; 
calculations have been wrong. In 
most cases, the threat to repos- 
sess should be used if the second 
payment impends, and the first is 
still unpaid. It is not necessary 
to be rude. 

“Apparently, your expectations 
have not materialized, but cer- 
tainly when you bought the range 
you intended to pay promptly. If 
it is not going to be possible for 
you to meet this payment at once, 
and to meet other payments 
promptly, we would far rather 
call and pick up the range than 
leave it longer with you. We con- 
sider such a course would be most 
satisfactory for both of us. 


S* SLICK’S famous maxim, 


Dummy Repossession 
Schemes 


“Will you please call to see us 
about this matter at once?” 

The foregoing approach, re- 
ports one successful hardware 
store, “has not increased repos- 
sessions, but has markedly re- 
duced early delinquencies.” 

The repossession threat used in 
the right way will avert a great 
many repossessions. The device 
of a communication ostensibly 
from an outside concern is re- 
ported successful. A trucking con- 
cern, for example, notifies the de- 
linquent that it has received orders 
to repossess goods, and requests 
the customer to have these ready 
when the truck calls at the stated 
time. When the truck arrives, the 
driver and an assistant get out 
packing material before ringing 
the door bell. 

The device of another store is 
to turn its account over to a 
“finance company”—actually, a 
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(No. 6 in a Series) 


By JOHN T. BARTLETT, Co-Author, 

Retail Credit Practice, Credit Depart- 

ment Salesmanship, and Methods of 
Instalment Selling and Collection 


business controlled by the store. 
When the finance company no- 
tifies that unless payment is made, 
repossession must occur, the gen- 
eral fear of finance companies, 
and their strict repossession poli- 
cies, is invoked. 

Both these plans seem to be 
more effective than a demand di- 
rect from the hardware seller. 

Calling on the telephone, one 
credit man requests the delin- 
quent to have the goods ready 
when the truck calls. The pschol- 
ogy of a spoken threat of this sort 
is very definite. There should be 
absolute firmness, so that the de- 
linquent is convinced that the 
threatened action will be carried 
out; but, on the other hand, there 
should be no expression of anger. 
The credit man’s tone should be 
calm, collected, fair. His tone 
may even reflect genuine regret 
that it is necessary to repossess. 
The purpose of the threat is to 
invoke fear in the delinquent, not 
anger. 

The foregoing paragraphs have 
particular regard for cases of 
“Aggravated” delinquency. Para- 
doxically, they do not increase 
repossessions, but reduce them. 
Use of the repossession threat 
early in procedure has the effect 
of so maintaining payments that 
the account eventually is com- 
pleted, whereas, if a less deter- 
mined policy were followed, the 
delinquent would fall far behind, 
become entirely discouraged, and 
repossession would be inevitable. 


Friendly Repossession 


There is another type of re- 
possession customer. For one rea- 
son or another—unemployment, 
crop failure, loss of health, are 
principal reasons—it has become 
impossible for the customer to 
meet payments. His intentions al- 


ways have been good. He has 
tried. 

There is no excuse for a hard, 
relentless attitude toward the cus- 
tomer. Such an attitude will not 
collect; it is sure to create ill 
will—and always it must be re- 
membered that people down on 
their luck today are “up” at some 
future time, in many cases. Best 
procedure is to make extensions 
from time to time, requesting that 
the customer report to the store 
regularly. He can be assisted with 
advice and suggestions. One kard- 
ware store gives delinquents of 
this type a chance to “work out” 
some of the obligation by pros- 
pect canvasses. Once in a while 
a salesman is developed. 

If the situation is hopeless, it is 
so handled that, voluntarily, the 
customer asks for the privilege of 
returning the goods. And when 
repossession occurs, it is with good 


will on both sides. 
“Tough” Cases 


In reporting such repossessions 
in cooperative credit bureau plans 
(every city should have them) 
stores always should give miti- 
gating circumstances. During the 
past three years, there has been 
a great many repossessions which 
reflected in no way upon the cus- 
tomer’s moral character. Many 
of these buyers will later rehabili- 
tate their credit. Facts of the re- 
possession should go into credit 
bureau records, to assist the 
process. 

If the right psychology is used, 
the number of “tough” repos- 
session cases which a store has 
should not exceed one in one hun- 
dred. This writer knows of hard- 
ware stores which have not, had a 
“tough” repossession case in years, 
and others which, with hundreds 
of repossessions, can count 
“tough” cases on one hand. With 
any store, however, an occasional 
obdurate customer may appear. 
How shall he be handled? 

(Continued on page 72) 
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Dicciné up CUSTOMERS for You! 


q 
HE AMERICAN WEEKLY does a ) 
















better job of digging up cus- 
tomers for you than any other 
magazine—because it goes to twice 
as many consumers as any other 
publication, straight across the 








country. More than 514 million 
families read this Mighty Magazine! 
Get your share of the business it 
digs up—stock, display and fea- 
ture the products advertised in its 
powerful pages. 
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The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed through 17 
great Hearst Sunday Newspapers. In 614 of America’s 995 towns and cities of 10,000 popula- 
tion and over, The American Weekly concentrates 67% of its circulation. 

In each of 158 cities, it reaches one out of every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 





... and, in addition, more than 1,982,000 families in thousands of other communities, large 
and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 





“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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Merchandising Was Theme At 
Mississippi Convention 


66 ERCHANDISING Our 
M Job.” was the theme at 
the 29th annual conven- 
tion of the Mississippi Retail Hard- 
ware Association, held at the Buena 
Vista Hotel, Biloxi, Miss., June 10, 
11 and 12. The meeting was well 
attended, the business sessions were 
both interesting and instructive, and 
the social program was most enjoy- 
able. 

Monday, the opening day, was de- 
voted to registration and no busi- 
ness sessions were held. In the 
afternoon of the first day golfers 
played off the qualifying rounds for 
the golf tournament which was held 
Tuesday afternoon. At a banquet 
and dance held at the hotel on 
Monday night, the banquet toastmas- 
ter was Homer Casteel, Canton, 
Miss., and the after-dinner speaker 
was Carl Marshall, Gulfport, Miss. 

Following invocation by the Rev. 
G. C. Hodge, Biloxi, Miss., the ad- 
dress of welcome at the Tuesday 
morning session was delivered by 
Mayor O’Keefe of Biloxi, and a re- 
sponse was made by I. S. Barnes, 
Jackson, Miss., a past president of 
the association. 

A. P. Turner, Philadelphia, presi- 
dent of the association, in his ad- 
dress reviewed the progress of the 
association during the past year, and 
urged the full cooperation of mem- 
bers in carrying on the activities of 
the organization in the year ahead. 

Featured speakers at the Tuesday 
session were L. M. Stratton, presi- 
dent, Stratton-Warren Hardware 
Co., Memphis, Tenn., and W. P. 
Bridges, state director, Federal 
Housing Administration. Mr. Strat- 
ton spoke on “The Obligation of the 
Wholesaler to the Retail Hardware 
Merchant,” and Mr. Bridges on 
“The FHA As It Applies to the 
Hardware Dealer.” 

Entertainment on Tuesday after- 
noon included a boat ride to Ship 
Island, fishing and the golf tourna- 
ment. At a business session held 
on Tuesday evening, Hugh C. Ross, 
member of the board of directors, 
N.R.H.A., delivered an address on 
“The Association in Action.” 

Wednesday’s session opened with 
an address by H. L. Collard, assis- 
tant secretary, Hibbard, Spencer, 
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GEORGE A. 
ALEXANDER 


President 


Bartlett & Co., Chicago. This was 
followed by an address on “Associa- 
tion Work and its Connection With 
the Federal Hardware & Implement 
Mutuals,” by John A. Buxton, gen- 





JOHN F. JENNINGS 


Secretary-Treasurer 


eral sales manager, Minnesota Im- 
plement Division, Owatonna, Mich. 

After the usual reports of com- 
mittees had been presented, the 
convention closed with the election 
of the following officers: 

President, George A. Alexander, 
Gulfport; vice-president, M. B. War- 
ing, Tylertown, and A. B. Crawford, 
Vardaman, and secretary-treasurer, 
John F. Jennings, Jackson, who was 
reelected. 








A. P. TURNER 
Retiring President 


Members of the advisory commit- 
tee are: W. H. Fincher, Lexington; 
J. S. Barnes, Jackson, and A. P. 
Turner, Philadelphia. 

Members of the board of govern- 
ors are: F. Rowland, Charleston; J. 
R. Hill; New Albany; J. W. Dees, 
Hazelhurst; H. R. Guthrie, Port Gib- 
son; M. V. Morgan, Columbia; Geo. 
E. Payne, DeKalb; H. T. Bass, 
Brookhaven; Frank Matthews, Hat- 
tiesburg, and J. C. Bollis, Mathiston. 





Just Among Ourselves 
(Continued from page 23) 
nature of soil, size of average 
family, requirements for special 
fencing, chemical contents of 
available water supply, special 
needs for specific types of indus- 
try, farming and live stock rais- 
ing are all factors which may lend 
themselves to increasing your own 
business. Look around you and 
appraise the conditions under 
which your prospects live, work 
and prosper and build your own 
stock and selling campaigns to fit 
your own picture. If you were 
furnishing music for an umbrella 
manufacturer’s convention you 
woudn’t play, “It ain’t gonna 
rain no more” and the same ob- 
vious reasons apply in retailing. 
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AMERICA DEMANDS 
THE BEST OF EVERYTHING 








DAZEY 


De Luxe 
formerly SPELDO- 


RETAILS FOR $1.69 
$1.75 West of Rockies __. 


RETAILS FOR $1.39 
$1.45 West of Rockies 


Vuls Wy 
HESE SENSATIONAL DAZEY CAN OPENER 







Sell So Amazingly 


Sa by the famous DAZEY 
DeLuxe (formerly SPEEDO), 
which has consistently outsold even 
lower priced can openers for the past 
5 years, here is a trio that no hardware 
or department store can afford to be 
without. Each is an outstanding cham- 
pion—unapproached in its price class 
for quality of materials and workman- 
ship . . . unequalled for efficiency and 
ease of operation . .. built to give more 
months of service for every penny they 
cost than any other can opener on 
earth. 


Right there, you have what it takes to sell 
things in a big way to the American public. 
America flocks to the champions. Price is a 
secondary consideration. Baseball’s leaders in 
a World’s Series drew capacity crowds at $5.00 
a ticket. Others play to empty seats at $1.00. 
Jack Dempsey drew crowds to the world’s larg- 
est arena at $50.00 for ringside seats. Second- 


raters can’t draw a corporal’s guard at 50¢ 
each. So it is in everything else. 

And don’t forget that the reputation of DAZEY 
DeLuxe as the champion of champions among 
can openers is firmly established. It is prob- 
ably the best known and most wanted house- 
hold accessory on earth. It has been demon- 
strated in millions of homes and hundreds of 
thousands who did not buy at once will gladly 
do so now when they learn where to get it. 
It has also been consistently advertised for 
years and legions of potential buyers created 
who could not find the agents through whom 
the former manufacturer sold. Most important 
of all—over 2% million users demonstrating 
and boosting the device to friends have made 
the potential demand swell by hundreds of thou- 
sands. 

With such powerful forces literally compelling 
sales... is it any wonder that DAZEY DeLuxe 
is proving an even better seller through stores 
than it ever did? It is also a foregone con- 
clusion that the 2 new lower priced models as- 
sociated with it will be carried along to com- 
parable success with it. Why not start cashing 
in now? If you have not already done so, 
order the special deal described on the right 
and get going! 


RETAILS FOR 69¢ 
75¢ West of Rockies 
















GET THIS FREE! 


An ornament to any store, this sturdy 
Hardwood stand displays all 3 DAZEY 
models and makes demonstration easy. 
Given FREE with 2 or more of each of 
the 3 models. 


A ZEYLS 
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ORDER FROM YOUR JOBBER Mail Coupon to Dazey Churn & Mfg. Co. 
g Dazey Churn & a. Co., Inc., Dept. K-10 + 
g 4301 Warne Ave., St. Louis, Mo. _ r a 
gs RUSH our DAZEY demonstrator-display charges prepaid. We have ordered gy 
D> fecocadwncad eee. ere Junior Dazey Can Openers 8 
: iroiber’s Nam : 
a ° aL Te ee eee TET ere rT Toe Te CTP ET Tee eT Sere eT eer ee Ce 
CHURN & MFG. CO., Inc. tome ERE RPP 8 
Dept. K-10 a MEESTER EEE EeEESeeeeere er rerr ee ee ceeereereereee : 
ph Maa yk: 3i5 a. sib hobbchasaseace eikckiy we galiodead adhe eee ae ae NR 63050 chan eeaws 1 


4301 Warne Ave., St. Louis, Mo. 
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What's New 


for Retail 
Hardware Stores 


Musselman Products Has 
Bicycle Trailer 


This Bicycle Trailer is of all-steel 
construction, finished in an attractive 
gray baked enamel. The body is 
mounted on a steel chassis with a V-type 
wheel bolster. Axle is built with end 
brace to carry overloads. The V-shaped 
steel tongue has a double swivel attach- 
ing hitch. The Trailer will carry a 400- 





lb. load or more with easy pedaling, 
which the manufacturer feels is due to 


its extremely low-pressure Airplane 
Doenut Tires mounted on disk wheels 
with adjustable ball bearings. The tires 
require from 10 to 15 Ib. air pressure 
for maximum loads. Body is 30 in. long, 
24 in. wide and 20 in. deep. The Bicycle 
Trailer is sold through jobbers and re- 
tails at $21 f.o.b. The Musselman Prod- 
ucts Co., 6250 St. Clair Ave., Cleve- 
land, Ohio. 


Mauser Convertible 
Height Gage 

An improved Convertible Height Gage 
has been added to the line of Precision 
Mauser Tools handled by the George 
Scherr Co., 128 Lafayette St., New York 
City, The tool consists of a toolmaker’s 
caliper of standard Mauser make which 
is now available with knife-edge points 
at rear of jaws. For use as a height 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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gage, a substantial lapped base is fur- 
nished in which the caliper is located 
and held by a centering clamp screw. 
The scriber readily attaches to the 
upper jaw. The scribing needle is of 
angular design and adjustable in such 
a way that proper setting of scriber 
will result in direct reading of the scale. 
Verniers are provided for reading in 
0.001 in. and 1/128 in. respectively. 
George Scherr Co. states that as cali- 
pers they range from $5 up to $18 list; 
as Height Gages from $13 up to $23 
list; the illustrated tool lists at $17.50. 


Buckeye Antube 
Ant Killer 

The Buckey Chemical & Specialty 
Co., 131 E. 23d St., New York City, is 
offering Antube, one drop of which, 
the claim, will stop ants in 24 hours. 





Antube can be used in the home, cel- 
lar and timbers and is also effective 
on trees, plants and garden greenhouses. 
Roaches, wasps, may be stopped with 
Antube by spreading a drop or two 
where they seem to travel. When cau- 
tion is necessary, safety Sand Traps 
can be used. Wet sand with water, 
remove surplus by shaking, then apply 
Antube. Sand Traps were developed 
to control the tiny red ant trouble. On 
page 51 of the June 20th issue, Harp- 
warE AGE incorrectly stated the price 
of the “Household Size,” illustrated. 
The correct retail selling price of the 
recently introduced “Household Size” 
is 35c each. The dealer cost in gross 
lots is $2.10 per doz.; for three dozen, 
$2.52, and for one dozen, $2.80. 


Newark Company 
Wire Cloth Folder 


The Newark Wire Cloth Co. has an 
illustrated 4-page folder giving data on 
typical weaves and meshes; shows New- 
ark products as testing sieves, End- 
Shak. testing sieve shaker, metallic 
filter cloth, gasketed metallic filter 
cloth, and a representative riddle and 
removable bottom strainer. The folder 
contains a condensed price list of New- 
ark W.S.S.-A.S.T.M. testing sieves and 
closes with a photograph of their 104- 
page catalog and examples of inside 
pages. Newark Wire Cloth Co., 351 
Verona Ave., Newark, N. J. 


Triangle Armored 
Cable Folder 


Triangle Conduit & Cable Co., Inc., 
has a folder depicting the Triangle 
Double Bushed Armored Cable and ex- 
plaining how to insert wire. The folder 
lists Triangle products. Some are: 
power cables, drop cables, Safecote rub- 
ber-covered wire—code, intermediate 
and 30 per cent, Parkway cable—rub- 
ber, lead and jute construction, flexible 
steel conduit and others. The Triangle 
Conduit & Cable Co., Inc., Dry Harbor 
Road and Cooper Ave., Brooklyn, New 
York, N. Y. 
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Better Housing 


Quality Hardware 


IN ADDITION TO GIVING 
DEPENDABLE SERVICE 





No. 724 





ADD THAT ARTISTIC 

TOUCH TO EACH 

HOME THAT INSURES 
SATISFACTION 





No. 780 





No. 875 


No. 929 








ERIE, PENNSYLVANIA 





Branch Offices and Warehouses:- 


NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 


RECORD 10% 


SPECIAL 
CANNER 


In addition to the 
regular sizes with reg- 
ular cooking equip- 
ment, there is a special 
National Pressure 
Cooker made especial- 
ly for canning, using 
wire basket instead of 
racks. Two sizes sell- 
ing at special prices 
and with good dealer 
profit. 





~ customers 








SEAL-O-MATIC 
CAN SEALER 


_ A new and greatly 
improved automatic 
can sealer that also 
opens and reflanges 
cans. Your cooker 
will all 
want this money- 
saving convenience. 
A profitable seller. 








JULY 18, 1935 





PRESSURE 





There is only one genuine 
National Pressure Cooker, 
and it is made at Eau 
Claire, Wisconsin. Don't 
be confused by others 
made to look like it. Send 
for attractive window dis- 
play and promotional ma- 
terial. 


NATIONAL PRESSURE COOKER 


COMPANY 


EAU CLAIRE WISCONSIN 
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No-Sag Clothes 
Line Tightener 


The No-Sag clothes line tightener, 
the manufacturer states, is made of 
one-piece, cold-rolled steel finished in 
black enamel. There are no moving 
parts to get out of order. Can be used 





on single or double clothes line. The 
ends of the line are tied on outside 
holes and, when line is twisted to de- 
sired tension, clamps on end of tight- 
ener hold it firmly. No-Sag is packed 
in individual box which illustrates and 
describes the operations. Packed one 
gross to a shipping carton containing 
two-color display cards. The suggested 
retail selling price is 10 cents each. 
Han-Dee Mfg. Co., P. O. Box 284, 
Hartford, Conn. 


Columbia Cob 
Roadster Bicycle 

The Westfield Mfg. Co., - Westfield, 
Mass., is introducing a bicycle to be 
known as the Cob Roadster. The manu- 
facturer states its low-hung design, com- 
bined with light weight, makes this 








bicycle extremely easy to ride. It is 
comfortable, speedy, and suited for use 
in traffic. The metal chain guard en- 
ables one to ride without thought to 
clothes. Patented rubber mountings 


eliminate rattles and insure quiet : 


smooth riding. It has aluminum fender, 
double tube straight side wall 27 x 144 
tires, “Bevelock” handlebar stem, 
chrome steel drop center rims, and full 
grain leather saddle with chrome 
springs. 

Dudley 4-in-1 

Pick-Proof Lock 


The Dudley jimmy-proof lock with 
pick-proof cylinder features an extra 
long double-throw jimmy-proof bolt 
with saw-proof hardened steel pins. 
Hardened steel anchor pin set-screws 
hold cylinder in lock case. Armor 
steel lock case prevents tearing out cyl- 
inder. Armor steel cylinder is counter- 
sunk in grip-proof ring. The hardened 
steel box strike prevents jimmying. 
The double cylinder rim lock and strike 
are combined in one unit when locked. 
Operated by key from both sides, or 
supplied with key outside and knob in- 
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side. The manufacturer states any cyl- 
inder type of mortise lock or rim lock 
can be made pick-proof by installing a 
Dudley armor steel pick-proof cylinder 
by loosening set screws to take out old 
cylinder and then screwing in a Dudley. 
The suggested retail selling price is 
$6.00. The dealer discount is 33-1/3 
per cent off. Locks may be obtained in 
a mono-key system with an indiv.dual 





set of locks all keyed alike, so that the 
same key may be used to operate the 
doors of the house, garage and even the 
motor car. Dudley Lock Corp., 235 W. 
Randolph St., Chicago, Ill. 





Falls City Air- 
Breather Minnow Bucket 


Stratton & Terstegge Co., Louisville, 
Ky., manufacturer of Falls City fishing 
equipment, has produced an Air-Breath- 
er Minnow Bucket which they state will 
keep minnows alive and active over a 
period of time. The special laminated 
cellulite material used ia the inset is 
porous to air, yet absolutely watertight. 
This construction permits oxygen to 
feed freely into the water from all 
sides. The bucket is made in two de- 
signs—round and oval. The round type 
is of tin, furnished in attractive nile 
green enamel, baked on. The oval model 
is galvanized and securely soldered 
throughout. The outside is perforated 
all over. The top fits into the core and 
container and is held in place by a 
spring snap. This arrangement holds the 
core or inner container firmly in place. 










Universal Display 
Table Stand 


This display stand No. 81 is given 
free with an order for six pieces of 
Universal Quality Appliances, Beaumode 
pattern, as illustrated below, totaling 





$30.00 or more net. The table width 
is 32% inches, depth 18 inches and 
height, 31 inches. The items shown 
are No’s E69384 Waffle Toaster, E6612 
Toaster, E6616 Electrovac, E6360 Sand- 
wich Toaster, E6626 Percolater, E62! 
Chafing Dish and E6722 Oven Toaster. 
Any item of equal value may be sub- 
stituted for the chafing dish. Landers, 
Frary & Clark, New Britain, Conn. 





O-Pan-Top 
Carpet Sweeper 


The O-Pan-Top carpet sweeper 
empties from the top—a departure from 
conventional sweeper construction. The 
dust pan lifts out of the sweeper, carry- 
ing all the accumulated dirt and grit. 
The brush snaps out of the sockets 
from the top and can be brushed and 
cleaned as necessary. When pan and 
brush are removed, empty shell can 
be thoroughly sanitized. O-Pan-Top au- 
tomatically adjusts itself to rugs of 
any thickness. Handle is metal-ferruled 
at socket for protection when sweeping 
under low furniture. Has positive drive 
and oilless bearings and is thoroughly 
rubberized. Four streamlined models 
are available to retail at $3.95, $4.95, 
$5.95 and $6.95. O-Pan-Top Manufac- 
turing Co., 230 South St., Newark, N. J. 
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FOR 
MORE PROFIT 
FASTER 
TURNOVER 


STOCK 


AMERICA’S LARGEST 


SELLING 


The 


DAMPER 





GRISWOLD AMERICAN 


ORIGINAL STEEL SPINDLE..REVERSIBLE 


Griswold American Dampers are 
recognized as the leading Damp- 
ers today because Griswold origi- 
nated this damper and has 
constantly improved it with 
many fine features. 


The Steel Spindles easily pierce 
any stove pipe. Cut hole same 
size as spindle. The hump on 
spindle insures a positive lock. 
Nickel coil handle stays cool. 


The reversible feature of the 
plate provides for spindle being 
inserted from either side. In- 
sures easy, immediate and per- 
fect installation. The nickel 
finished |steel ferrule, enclosing 
the spring, protects it from heat, 
adds extra years of service. 


To save you the trouble of re- | 


packing, rehandling, Griswold 


| 


originated the improved pack- | 
aging shown above. The con- | 
tents are plainly stenciled on | 


both ends of each carton. Easy 
to open and store, these car- 


tons eliminate the muss of | 


shavings or straw. 


All your customer's needs can | 
be satisfied through the com- | 
plete line of Griswold American | 


Dampers. 


Regular size, 3” 


to | 


{ 
| 


7”. Furnace Dampers from 8” | 


to 18”. Oval Dampers, 4” to 8”. 


All the leading jobbers stock 
and sell the Griswold ‘‘Amer- 
ican.” If your stocks are low, 
order your supply today. 








Manufactured and Guaranteed by 


THE GRISWOLD MFG. CO. 


ERIE, PENNA. 





JULY 18, 1935 


| 





Make 1 Sale=2 








PIN TUMBLER 
EXTRUDED BRASS 


PADLOCKS . 


An inquiring mind usually gathers more dollars 
than a mind reader. That's why some thought- 
ful hardware salesmen make one sale equal two 
by showing and briefly explaining the merits of 
a first-class Eagle Pin Tumbler Extruded Brass 
Padlock. They don't say no" for the customer in 
their own minds and limit a good sale. Rather, 
they give Mr. Customer a chance to say "yes" 


—thereby annexing a double profit on one sale. 


The Eagle Quality Line 


Store Door Sets Wood Screws 
Padlocks Stove Bolts 
Cabinet Locks Machine Screws 


Night Latches 
Trunk Locks 
Front Door Sets 


ects fox co 


26 Warren Street-- New Yo 


Branch Offices: 
179 N. Franklin St., 
Chicago, Ill. 








114 Bedford St., 
Boston, Mass. 


521 Commerc: St., 
Philadelphia, Pa. 














Lufkin No. 1 
Tape Rule Assortment 


This attractive display: assortment of 
6-ft. steel tape-rules is offered by Lufkin 
and includes six tape-rules, two “Wizard,” 
three “Wizard Junior” and one “Aristo- 


You can't beat a Lufkin 


ZF a BO A < 
7 FLEXI@LE- @IGID ~-s- 
A ACCURATE ~» 








crat.” Each is securely mounted with its 
attractive box on a seven-color card with 
easel. Each assortment packed in indi- 
vidual box, weighs two pounds. The Luf- 
kin Rule Co., Saginaw, Mich. 





Diamond Lag Screw 
Expansion Shield 


The Diamond Lag Screw Expansion 
Shield is of high grade malleable iron, gal- 
vanized by the “Diamond” hot dip proc- 
ess, designed to resist rust. Comprises 
two halves, one side threaded to fit all 
standard lag screws, the other unthreaded. 
When screw bears against work to be fas- 
tened, it is turned and draws threaded half 
forward. Inclined surfaces between two 
halves cause a powerful wedge expansion 
to occur until screw cannot be turned any 
tighter. Maximum expansion varies with 
diameter of hole. This shield replaces the 
Diamond N Y Lag Screw Shield and has 
greater holding power than it, says the 
maker. When hole is drilled the same as 
for the previous style shield, new shield is 
driven in all the way, the work to be fas- 





tened being placed in position and the lag 


screw turned in. Turns in freely until 
head is tight up against the work. Then 
a few hard turns on the wrench draw one 
side forward over an inclined bearing 
causing it to expand with powerful wedge 
action. Diamond Expansion Bolt Co., 
Garwood, N. J. 





Fitzgerald Magic Maid 
Flat Iron Display 


The Magic Maid Flat Iron display, 
the manufacturer states, not only fea- 
tures the outstanding details of the 
three different Magic Maid Automatic 
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Flat Irons but is so constructed that it 
holds each of the three different models 
and also a quantity of Magic Maid Flat 
Iron circulars. The display, 13 in. wide 





by 23 in. high, is finished in glossy 
black and red and is attractive in ap- 
pearance and design. The Fitzgerald 
Mfg. Co., Torrington, Conn. 





Patent Novelty Co. 
Polly Prim Wall Brush 


The Patent Novelty Co. has a Polly 
Prim Wall Brush with a flexible head, 





four ounce horse hair and attractive 
finish. The Patent Novelty Co., Fulton, 
Ill. 


Coleman Kerosene 
Mantle Lamp 


The Coleman Kerosene Mantle Lamp 
model No. 129 has a new type burner 
construction which the manufacturer 
states gives more and better lighting 
service from ordinary kerosene fuel, at 
a lower operating cost. It gives a pres- 
sure light—up to 300 candle-power bril- 
liance. Fuel can’t spill if tipped over; 
can’t be filled while lighted. Lamp is 
built of heavy gauge brass and metal 
for safety and long life. Indian bronze 
finish and attractive parchment shade. 


Glow Maid Dutch 
Oven Gas Range 


This gas range features the Glow Maid 
Dutch Oven, Glow Maid automatic con- 
trol and Glow Maid Dutch Cooker. After 
gas is automatically turned off, food con- 
tinues to cook with retained heat as it did in 
the original fireplace Dutch Oven, but will 
not over-cook, burn up nor dry out due to 
automatic control of both time and tem- 
perature, says the manufacturer. Oven 
burner so located that products of combus- 
tion do not enter the baking oven, this type 
construction providing even heat distribu- 
tion in the oven at all times. Single turn 
of dial opens flue vent, lights burner, sets 
temperature and controls length of time 
that food will cook. When oven reaches 
correct temperature the gas is automat- 
ically turned off and the flue, vent closes, 
sealing heat inoven. Dutch Cooker for boiling 
steaming, stewing and roasting is built 
into and flush with cooking top. One inch 
of rock wool insulation retains heat after 
gas is turned off. Other features include: 
Cast iron griddle; elevated waist high 











broiler; four top burners; warming closet 
and storage cabinet; adjustable legs; au- 
tomatic timer; cooking top light; folding 
top cover; and large cooking capacity. Has 
one piece cast iron cooking top and main 
front, finished with indestructo porcelain 
enamel. All parts enameled or plated and 
rust proof throughout. Offered~in three 
finishes; white porcelain enamel with 
black and chromium trim; Colonial ivory 
porcelain enamel with black and chromium 
trim or the same with brown and chromium 
trim. Globe American Corp., Kokomo, Ind. 








Suggested retail selling pricé is $6.75 
complete with Pyrex Brand glass globe 
and parchment shade. The Coleman 
Lamp and Stove Co., Wichita, Kan. 
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ACTING 
CYLINDERS 


ECHANICAL perfection 

—higher efficiency — 
largely increased volume — 
care free operation — right 
now these factors are of great- 
er importance than ever to the 
purchaser who desires to se- 
cure more water from a small 
diameter well than is possible 
with a single acting cylinder or 
increased volume from any 
well or cistern regardless of its 
size or depth. 

Large ports, open and di- 
rect water ways, quick closing 
spring suction pop-spool 
valves, two leather all brass 
plungers—no rivets, set screws, 
nuts, bolts or other loose parts 
to cause trouble—the installa- 
tion of a Myers Double Acting 
Cylinder means more water at 
lower cost than can be secured 
by any similar method. 

Myers Double Acting Cylin- 
ders, now built in both All Brass 
and Brass Lined Styles with size 
range for almost any power 
service, afford new and wider 
opportunities for profitable 
cylinder sales. 

Your inquiry will receive 
prompt attention. 


THE F.E.MYERS & BRO. 
COMPANY 


ASHLAND, OHIO. 
















































& NEW as 8 8 
HOMEWORKSHOP 


at a low price that 


makes it easy to SELL 





ARCADE 


CRAFTMASTER 


Every week sales mount steadily for the 
popular new Arcade Craftmaster ... as 
more and more buyers see it .. . as more 
and more consumers see it... sales mul- 
tiply. 

There are two dominant reasons for 
this universal acceptance . . . unusual 
utility and unmatchable value. To dis- 
play the Arcade Craftmaster is to sell 
it. Never before have home craftsmen 
been able to buy so much for so little. 


Safe for man or boy to operate, powered 
by a % or less H.P. motor. Five power 
tools complete on one base—lathe, jig- 
saw, drill press, sander and grinder. 
Extra accessories (see illustrations) at 
small additional cost, which may be pur- 
chased with the machine or at a later 
date. 


Lathe has 8” swing and turns 15” be- 
tween centers. Drill press operates in 
either metal or wood. Over-all dimen- 
sions 2934” long, 20” wide, 441%4” high. 
Weight 80 Ibs. Finished in gray enamel 
with pulleys in black enamel. Machine 
parts in nickeled and aluminum finish. 


Write your jobber today for literature 
and prices on this revolutionary Home- 
workshop with complete details on acces- 
sories and special tools. 


ARCADE MFG. CO. . . Freeport, Ill. 


50th Anniversary— 
Established in 1885 


@ 


221X-4 


Lathe Screw 
Center 


226x-6 
Emery Wheel 

Guard and 

Tool Rest 





22Lx2 
Lathe race Plate 





22Lx-11 


Double Lathe 
Tool Rest 





Lathe Extension 
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to the 


EDITOR 


Are Hardware Stores 
Asking for Dishonesty? 





Furnt, Micu.—Being an experi- 
enced hardware man in all branches 
of the business and a subscriber and 
reader of Harpware AcE, there is 
one subject that I would like to see 
some one write up in your magazine 
and that is in regard to experienced 
men and wages paid to them. 

As I say, I am experienced in 
hardware, housefurnishings, auto ac- 
cessories, toys, plumbing supplies, 
mill and factory supplies, electrical 
supplies, etc., and also have done 
considerable newspaper work, win- 
dow trimming and do all of my own 
show card and sign work. About 21 
years of my life have been spent in 
this work. I have a home to keep 
up and a mother and sister depend- 
ing on me for support. Have been 
out of employment now for the past 
eight weeks. Have, however, had 
correspondence from a few retail 
dealers especially in the Detroit, 
Michigan, district, and with offers 
of from $12 to $15 a week. I am 
experienced in these lines; not only 
know the merchandise, but do know 
how to sell it, how to display mer- 
chandise and handle window work, 
how to greet and meet the public 
in a way that helps get the business. 
Yet I am only offered a maximum 
of $15 a week. 

It is impossible for a man with 
a home to live and keep up a home, 
buy fuel, pay gas and light and 
other small bills on such small 
wages. In a case like this, can any 
employer hire at these wages and 
expect a man to be on the square, 
be honest with himself and employ- 
er? I do not believe so but believe 
this alone will make men dishonest. 

A couple of weeks ago received a 
letter from a Detroit, Michigan, re- 
tail store who wanted an experienced 
hardware man, window display and 
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show card and sign man. Four large 
windows to take care of and lots 
of interior displays and show card 
work to do, and they said the best 
that they could pay was $15 a week, 
plus 2 per cent on the gross sales. 
How much would I be able to sell 
with all the window work, show card 
and sign work to do? 

I am not criticizing the very small 
dealers, but dealers who are doing 
at least $25,000 a year, or better, and 
with the average mark-up certainly 
can pay at least a fair living wage. 
It looks to me as though they don’t 
want to. How can a man werk at 
$15 a week with home expenses and 
not become dishonest? The man 
who is forced to work at a wage 
such as this is forced by the em- 
ployer to become dishonest. If he 
doesn’t get a fair living wage and 
money to carry on his living ex- 
penses, he will start to be dishonest 
by making sales and putting part 
of this money in his own pockets 
to help keep up his expenses. Who 
is really at fault, the employee or 
the employer? Of course, a single 
young man, or an apprentice, should 
not expect wages to compare with 
a really experienced man. 

I can go into any hardware store 
in the country and show where 
clerks (or salesmen) lose at least 
25 per cent on their sales, either 
by not knowing the merchandise or 
not knowing enough salesmanship to 
put the sale over. The average clerk 





in most hardware stores is merely 
a clerk and not a salesman. He is 
looking for closing time and pay day 
and the average hardware merchant 
himself doesn’t seem to care. Yet 
with all of my 21 years in the busi- 
ness, learning, studying, etc., I am 
offered $15. Can you beat it! 
Ross C. WoLF 





Pusitic Diwn’t Give Hoot 
For Late BiLuE EAGLE 


GREENVILLE, Miss.—‘‘Readers are 
invited and urged to send in their 
observations of any effect the loss of 
the Blue Eagle brings to Montgom- 
ery Ward & Co.” 

Prophecy is a rather hazardous 
undertaking, but in this instance we 
plunge in without the least hesita- 
tion. 

The loss of business from the 
consuming public by Ward on ac- 
count of the removal of the Blue 
Eagle will be infinitesimal, if that. 

Human nature being what it is, 
selfish, if groceryman Smith, prom- 
inently displaying the Blue Eagle, 
is advertising 10 pounds of sugar 
for 50c, and his next door neighbor, 
Brown, not displaying said bird, is 
selling sugar for 49c for 10 pounds, 
from whom will the dear public 
buy? Our emaciated dime goes on 
Brown. 

The public does not give a hoot 
in Hades about the Blue Eagle, and 
the sooner this bird is decapitated, 
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the better for everyone. One or two 
features, Child Labor for instance, 
may be all right, but retail trade, 
nix. 
H. L. WETHERBEE, 
Wetherbee Hardware Co. 





Fam Trape Laws 


Los ANGELES, Catir.—We are 
quite interested in your editorial 
of April 11, in reference to Fair 
Trade Laws, especially pertaining to 
controlled resale prices. 

You mention that California has 
such a law. Would you be kind 
enough to supply us with a copy 
of same or advise us the exact sec- 
tion of the State Code that you have 
reference to? 

You mentioned further in your 
article that the text of the “New 
Jersey law is published elsewhere 
in this issue, in the news section” 
but we have been unable to find it 
upon examination. 

Your editorials, in the past, have 
been interesting and instructive and 
we look forward to reading them, 
as well as the other features of your 
magazine, regularly. 

SAMUEL J. RosENTHAL, President, 

Nu-Enamel Los Angeles Co., Inc. 


(In the May 23, 1935, issue of 
HarpwarE AGE is an explanatory 
article bring our readers up-to- 
date on Fair Trade Legislation by 
States. This includes the text of 
the text of the California and New 
York fair trade or price maintenance 
laws. See page 26, May 23, 1935, 
issue.—Ed. ) 


UNORGANIZED BuyING 
PowER 


Brook.iyn, N. Y.—Remember the 
individual retailer. He is the un- 
organized buying power who is re- 
sponsible for the success or failure 
of the wholesaler. You, the H. A., 
can help the retailer by solving the 
following problems: Source and 
assimilation of distress merchandise. 
Control of manufacturers selling to 
wholesalers and retailers. How about 
“job lots?” Some manufacturers 
dump their wares on the market 
through special channels other than 
wholesalers (often competitive 
wholesalers). Why not have a na- 
tional law passed having all hard- 
ware stores close at, say, 8 o’clock? 
Must the small retailer be enslaved 
for 13 hours a day? 

“Just Among Ourselves”—sup- 
pose Montgomery Ward & Company 
lost the Blue Eagle. What did 
Henry Ford gain by accepting it? 
Only publicity. M. W. & Co. will 
also make up the difference on some 
free publicity. 
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A 


man called up the store today 






We sent it over by truck. 
You see, it weighed 25 Ibs. 


al 











We sell him 100 lbs. each week, regularly. 
“Why do you always buy Cross Sterilized 


Tacks?” we asked. i 
“HE TOLD US... . 
> %, 
Sf, 


“Because they’re cheapest—in the end. No 
more sore mouth, for one thing. Cross Tacks are 
always clean. They’re double sterilized: once in AK Z 
boiling solutions, and again in the bluing process 
in high-heat electric furnaces. 


od 





“Another thing—they’re uniform, 100% 
usable. No culls, no chips or dirt. I can figure my 
tack costs accurately because I know how many tacks 
Pll get to the pound. Cross guarantees full count, 
within 5% plus or minus of Standard. 








ALWAYS KEEP 


4a e 

Another thing —they’re good tacks. The — 
heads are centered above the shanks, and stay on; 
the points are needle-sharp, the shanks are round. 


My men can work faster and do better work with 
Cross Sterilized Tacks.” 





> funny thing !__We’ve run a hard- 
ware store for forty years, and we always 
thought a tack was just a tack! 

Guess we'll go after some more of this 
bulk business. These Cross Sterilized 
Tacks sure have talking points! 


v 
‘ 
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YOUR JOBBER HAS CROSS 
OR CAN GET THEM FOR YOU 


W.W.CROSS & CO. INC. EAST JAFFREY, N.H. 
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Help You Clean Up 
This NEW Market 


(= in on Anna Sponge’s 
smash popularity. Push her 
new big brother, ANDY 
SPONGE. Bigger, stronger— 
meant for heavy clean-up jobs 
around the house, on the family 
car—he retails for 50c, 75c, $1.00 
and up. A substantial profit-mar- 
gin for you on every sale. 


Andy Sponge is cellophane- 
wrapped—has the handy hanger- 
tape, colorful, sales-building pack- 
age booklet—all the features that 
have converted this old time staple 
into a quick-sale specialty. 


The high-visibility Andy Sponge 
open display basket will create 
dozens of those after-thought, off- 
the-counter sales. It will remind 
folks that Andy Sponge is their 
speediest and best helper on heavy 
clean-up jobs. Ask your whole- 
saler about the Andy and Anna 
Sponge set-up. You'll like it. 





47 ANN STREET, NEW YORK 
809 Montgomery Street, San Francisco 
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Salesmen's Wives 


(Continued from page 36) 


a blueblood, who had spent a 
number of years in Europe and 
spoke with the broad “A.” Her 
clothes were very chic. The bag- 
gage strapped on behind the car 
was of the most expensive type. 
Now imagine this combination 
tooting up in a cloud of dust and 
landing before the store of a small 
hardware dealer who was wonder- 
ing where he could get the money 
to meet a certain sight draft. The 
regular salesman who covered this 
territory told me afterward with 
tears in his eyes that the combi- 
nation of the yellow car and the 
broad “A” almost ruined him in 
his territory. But what could he 
do about it? This young manu- 
facturer returned home and 
pinned a medal on himself and his 
wife for the hardships they en- 
dured working the trade. 

At this point, allow me to sug- 
gest to young brides, who are kelp- 
ing their husbands by taking mo- 
tor trips with them and calling 
on the trade, that they dress sim- 
ply and do not attempt to convey 
the idea of city opulence. 

I have known of young wives 
who posted their husband’s cata- 
logs, who helped them fill out 
their reports, who attended to 
their correspondence. These young 
women were directly interested in 
the work of their husbands. As a 
matter of fact, I have known some 
wives who, if their husbands hap- 
pened to be taken ill, would take 
over their scheduled trips and sell 
the goods almost as well as the 
husbands would have done. These 
wives do not look down upon the 
source of their livelihood. When 
they visit headquarters and are 
entertained by the sales manager 
and his wife or by the officials of 
the company, they are of direct 
help to their salesman husbands. 
They make friends. In fact, I have 
known many cases where men 
have been promoted and given 
higher positions just on account 
of the kind of wives they have 
had. And on the other hand, I 
regret to say I have known of 
many men who have not been pro- 
moted just because of their wives. 

Much more could be said on 


this subject, but probably I have 
written enough now to bring raale- 
dictions down upon my poor gray 
head. However, in conclusion let 
me tell a little true story that has 
its humorous side. One day in St. 
Louis a Texas customer dropped 
in to see me and remarked that 


* he was a school trustee in his 


town and they had advertised in 
a certain school paper for a 
teacher. He had received a num- 
ber of letters in reply and would 
like to go over these letters with 
me, in order to pick out the most 
promising applicants. He brought 
out the letters and we went over 
them, selecting five on which to 
make final decision. I laid aside 
one of these five and said: “This 
is the girl. Notice her handwrit- 
ing, and how she expresses her- 
self. She is a woman of character, 
intelligence and tact, and what is 
more,” I added, “I think she is 
good looking, too.” So my school 
trustee friend wrote to the lady, 
who lived in a small town in Mis- 
souri. He called on her, and after 
the interview made arrangements 
for her to come to Texas to take 
charge of their school. Time 
passed, as it has a habit of doing, 
and it must have been about two 
years afterwards that he dropped 
in to see me again in St. Louis. 
After a few preliminaries, he re- 
marked that he was on his way 
to this small town in Missouri 
to marry the school teacher. When 
she came to Texas he was a mar- 
ried man. It was the habit there 
for the school marm to live 
around in the homes of various 
prominent citizens. So she came 
to live with the family of this 
trustee. His wife died not long 
after that, and fate and propin- 
quity settled the rest. So she re- 
turned home to prepare for the 
wedding. On their return trip I 
had the pleasure of entertaining 
the bride and groom. He had told 
her that I was the one who se- 
lected her letter from the others 
and therefore was the instrument 
of fate which brought about their 
marriage. It has turned out to be 
a very happy one, and every now 
and then I hear from them. 


HARDWARE AGE 








GE 





Ten DON'TS for Salesmen 


AVING had the pleasure 
H of selling hardware, elec- 
trical appliances, paints, 
auto accessories, sporting goods, 
etc., for better than twenty years, 
it is but natural that I should 
have formed some conception of 
what goes to make up a really 
good salesman, and also what 
tends to keep others in the “just 
ordinary” class. 
The following “don’ts” are but 
a few of many which have been 
proven very essential to the really 
good salesman. 


1. DON’T try to sell, unless you 
are sold yourself. 

This “don’t” is the key to your 
success—if your heart and soul 
are in your work, no obstacle you 
run up against will prove insur- 
mountable. . 


2. DON’T be a “yes-man.” 

A fellow so affected should take 
immediate steps to remedy this 
fault. No man of principle can 
tolerate one of these mindless, 
spineless creatures. It is said that 
every “yes-man” eventually finds 
himself in “No mans” land, wear- 
ing a sign—“Lost—Strayed—or 
Stolen.” 


3. DON’T expect to be a GOOD 
salesman if opposed to hard work. 

Perhaps you are getting by, but 
why keep a “go-getter” out of a 
job, or ruin your whole life by 
not getting into your right place? 
which is surely waiting for you 
somewhere. 


4. DON’T be egotistical. 

A cocky, self-centered salesman 
is headed for trouble, which in 
many cases is oblivion. 

Be a good fellow, within 
bounds, but don’t get the idea you. 
are “cock-of-the-walk” Many a 
man who takes himself too seri- 
ous—finds he is but a “joke” to 
others. “Pride goeth before a 
fall” and it is possible you will 
awake to the fact only when it 
is too late. 


5. DON’T jump at conclusions. 
Perhaps there’s a reason why 
your customer doesn’t look pros- 
perous, he may be a bank presi- 
dent some day. Another customer 
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may just be “baiting” you as to 
the price, if you know your price 
is right, don’t “bite” and knock 
off a few cents. 


6. DON’T acquire harmful or 
disagreeable habits. 

A man’s character is his pass- 
port in this world—and he gets 
no chance to exchange. 

Here are a few habits to avoid: 

Arguing with a customer. 

Too many parties. 

Endeavoring to impress others 
with your importance. 

Passing the buck. 

Dressing too fastidiously. 

Saying “yes” to—“Aw! just one 
more.” 


And so on far into the night. 


7. DON’T begrudge your fel- 
low salesman a sale. 

No doubt he has dependents 
as well as yourself. Jealousy is 
a hard master, so have none of 
him. 

Some salesmen want the “whole 


hog or none”—this type gets no- 
where—in a hurry. 

If you will but “do unto others 
as though you were the others” 
you will find life more worth the 
living. 

8. DON’T cease improving 
your time. 

Keep posted, not only on what 
you have to sell, but on news of 
the day, international affairs and 
other topics of general interest. 

Nothing like being prepared 


when occasion requires. 


9. DON’T complain. 

No one cares about your trou- 
bles, they have plenty of their 
own. 

“The time to have courage is 
when others lose theirs” — so 
buck up and put yourself in a 
position to take another healthy 
swing—no telling it may be a 
“hay-maker.” 


10. DON’T be a quitter. 


—By a wholesale executive 





"The OLDEST and SUREST protection against power plant grief." 


"Saving pennies and risking dollars using other, uncertain 
and NON-uniform graphites, just doesn't make sense." 
For Cylinders, Bearings, Gaskets and Threaded Joints. 
Used as a co-lubricant in miscellaneous manufacturing 


operations. 


AT SUPPLY HOUSES EVERYWHERE 
Write for Circular C-40 





WHAT A SLICK LITTLE 
GADGET THIS 1$~ 
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JosePH DIXON CRUCIBLE COMPANY 
Jersey City, New Jersey 
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_ displayed. An information booth | 


Kelley-Duluth's 
New Store 


(Continued from page 25) 


| store a bright, cheerful appear- 
ance. The store is well lighted. 
Beautiful specimens of mounted 
game and fish are prominently 


is maintained for the convenience 


| of visitors. 


The large number of tourists | 


| who annually visit the beautiful 


Arrowhead region adjacent to 


| Duluth, others arriving for cruises 


on the Great Lakes, summer con- | 
vention visitors, all contribute to | 
the success of this aggressive store. | 
A large volume of business is also | 


~HOW ABOUT 
YOUR STOCK 
OF KLEINS? 


Check over your stock of Kleins. 
Unless you have the more popular 
items in the Klein line you are los- 
ing out on business and failing to 
secure a worth while profit that 
might well be yours. Klein Pliers 
are standard with electricians and 
good mechanics. Master workmen 








| developed through specialty sell- oxigen Nitin D. 
| ing with such lines are washers, ethan, Check we aid 
P A D L O C we | ironers, refrigerators and radios. | . p on your ane - 
The spacious store front and large | today and add to your want list ss 
windows adapt themselves con-| those numbers which are missing. 
UNUSUAL, MODERN, veniently to the display of these New packaging and new display “ 


ATTRACTIVE . . . 


a great padlock value 
. « « to retail for 25c¢ 


No. 340—A full sized padlock of 
warded lock security. It is modern 

.. Smart... the answer to an in- 
sistent demand from the hardware 
trade. 


In addition to its exceptional ap- 
pearance, No. 340 has a mechanical 
sturdiness surprising in a lock 
priced so low. It is the warded type, 
with twelve regular key changes. 
The padlock body is generous in 








items. 


Mr. Bergeron expressed himself | 
as pleased with the public’s re- | 
sponse to the opening of the new | 
store and he feels confident that | 


a greatly enlarged volume of trade 


will be developed as a result of | 


this move. 


Mossberg Circular 
Shows Three New Guns 


O. F. Mossberg & Sons, Inc., has 


issued a large size, attractively printed 
trade circular describing and_ illus- 
trating three new models. The models 


| are: 46, a repeater especially* built for 








will help you sell more Klein Pliers. 








standard 
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"Since. 1857. - 
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size . . . 134 inches with a good | combination telescopic and metallic | 
husky shackle. Regularly packed 14 sight shooting; 35, target grade single | 
dozen in an attractive carton. shot with special equipment, and 45, 
: a popular-priced repeater with both 
No. 337 — another new | open and peep sight equipment as well | 
outstanding Ilco pad- 1] ic sight with mount. 
a ga A P | as a new telescopic sight with mou 
qumbier padlock buile Each of the three models is illustrated Ar 
Fraished du fobs. in large size. Sights are illustrated and Pi, 
block japan _—* sears | described, together with four models 
ag as f Mossberg shotguns. O. F. Mossberg we 
“kel highlights th . = —— ate 
nickel the critical — & Sons, Inc., New Haven, Conn. Individually all 
yg EE 7 
a real profit to the | — display a 
dealer. | es cards, wra 
| Sixth Annual Boat in Cellophane, 
Builders’ Directory | Kiein Pliers 
| help sell them- 
INDEPENDENT The Outboard Motors Corp., Mil- ives. i 
waukee, Wis., is offering the sixth an- | 
LOCK co. mASEACIUE STs nual issue of its annual boat directory. | 
Ss It lists 188 boat manufacturers in the | ad 7 
United States and Canada. Columns | Distributed through jobbers 
are ruled off, and each one is headed by 
a different type boat. A star placed in Mathias & Sons 
the same line as the manufacturer’s ff stablished 1857] 
name and in the proper column indi- 
SAU AMSA) =| cates the type of boat manufactured. | 3200 BELMONT AVE., CHICAGO om 
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IF YOU SELL PLUMBING 





ar 

S- 

to 

at 
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Pn 

all Do you know that we That means that our 

ck carry one of the largest Hardware Friends who ‘ To the experienced architect or builder no sash cord 1s 

ist are also in the Plumbin too good. One replacement job makes cheap cord cost 
and most complete lines s g more than Samson Spot Cord. More than forty years of 

5. J . Business can count on adherence to one quality standard—one grade—one name 

1y of Plumbing Supplies In us to supply their needs and trade-mark has established Samson Spot Cord as the out- 

_ standing dependable value. For permanent buildings Samson 
is. the country? on both lines. Spot Cord is almost always definitely specified. By carrying it 
in stock you will get profitable business. 

Where a moderate priced window cord is suitable, and for an 
dard especially good clothes line, we offer Phoenix—a real sash cord 
7% and good value. Phoenix is made all yarn construction, firmly 

P braided, smoothly finished and has a minimum of stretch. 

Phoenix may be stocked for both sash cord and clothes line use. 

It costs a little less than Spot Cord but is dependable quality 

at a modest price. 

) We make cotton twine and all kinds of braided 
0 cord for various uses. Write for catalogue. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. S. A. 





Another thing, our We do this without sac- 
Plumbing Dealers find rificing quality; because 
we keep them on top of we want both you and 
all competitiorf--and at your customers to stay 
a mighty satisfactory sold---and that calls for 
profit. honest merchandise. 
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THE 
GEO. WORTHINGTON CO. 


CLEVELAND, 9O. 
1829 —- 198935 
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The easiest swiveling caster ever 
made to retail at less than $1.00 
per set. Two sizes, with all- 

purpose “Universal” composition 
wheels. 


+ Caster Sockets for Metal Beds 


ad sockets with the above casters are 
, you ‘need to stock to take care of 
~ over 80% of all requirements for metal 
© ‘bed casters. You increasé your turnover, 
decrease your investment and give your 





the very finest caster for a - 











THE BASSICK COMPANY 


Bridgeport, 


WARNE 
21 


Connecticut 








Repossession 
Psychology 


(Continued from page 56) 


It is assumed, of course, that 
only as a last resort will legal 
process—always entailing some 
expense—be used. 

To the defiant, “nasty” delin- 
quent, the credit man or other 
store representative may react 
with any of the following plans, 
based on the conditions. 

1. “Bluff,” claiming the right 
to retake, and going ahead, on the 
theory that, with a show of de- 
termination, the customer will 
“back down.” “I know the law, 
and you don’t, and I have a per- 
fect right to take these goods.” 

2. “If you insist, and want un- 
pleasantness, we will simply go 
before a justice, and let the sheriff, 
with all the publicity, repossess. 
We would rather save you em- 
barrassment and notoriety by han- 
dling the proceeding in a more 
friendly way.” 

3. “Suppose we put these goods 
in a public warehouse, on an un- 
derstanding that if you have made 
up the payments by the fifteenth, 
the goods go back to you, other- 
wise go to us.” 

4. The hardware store repre- 
sentative pays a police officer a 
nominal sum. The officer accom- 
panies the store representative 
when he makes demand for the 
goods. 

Repossession law varies from 
state to state, and there is no 
space to deal with it here, except 
to say that peaceable repossession 
without legal process is nearly 
always permissible. And one’s in- 
strument of sale should be so 
worded as to facilitate reposses- 
sion. 


(All Rights Reserved, Bartlett Service) 


Allith-Prouty 
Catalog No. 100-R 


Catalog No. 100-R describes and il- 
lustrates the company’s lines of airport 
door hardware, door hangers and tracks, 
garage door hardware, fire door hard- 
ware, overhead carriers, rolling ladders 
and stadium seat brackets. Each page 
has a descriptive list giving the num- 
ber, name, weight and price of the items 
shown. The catalog numbers 144 pages 
and contains an alphabetical, classified 
and numerical index. Copies will be 
supplied on request by the Allith-Prouty 
Co., Danville, Ill. 


ON ALL 
Double Blades 


cee | NO Sreversiace 

25% PISTOL GRIP SCRAPER 75 

LANDON P. SMITH Inc. IRVINGTON.N. J 
Mfrs.of the Genuine \Red Devil’ Glass Cutter 





‘THE’ Wood 
J Scrapers for 
WY: the Hard- 

we ware Trade. 


LANDON Les 








I Rw DEVIL Scrapers 
2 Separate Blades Fit are “hot” sellers to car- 
Rigidly in Groove But penters, painters, deco- 
Are Easy to Remove. rators and home trade. 
No Screws . . No Bolts. STOCK THEM! 


LANDON P. SMITH, Inc. 


IRVINGTON, N. J., U. $. A. 














HERE’S 
THE ANSWER 


to the growing demand of a small but high 
quality one burner camp stove for hiking, pic- 
nie and beach parties—the first quality stove of 
this type made in America. 
rner ‘‘Picnicker’’ is sturdy, practical 
and compact—will accommodate a large size pan 
or kettle and yet when packed measures only 
10% x 10 x 4% inches and weighs eight pounds. 
Burner lights instantly—no generating—de- 
velops « hot widespreading blue flame. Stove 
has heavy non-warping welded steel grate, easily 





removable fuel tank with built-in safety pump 
and a detachable generator tube. 

Every stove is individually fire tested before 
it leaves the factory. 

Ask your jobber or send us his name and we 
will see that you get full information and 
prices. 


Ys a 5 
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"STEEL BELT LACING 


For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL |} 
BELT LACING is 
stocked by lead- 
ing jobbers and 
listed in their cat- 
alogs. Not sold 
by mail order 
companies under 
its own or any 
other name. Spec- 
ify “Genuine Al- 


















GREAT 
STRENGTH 




































































ligator Steel Belt 
Lacing.” Order 
FLEXIBILITY through your 
a ‘tb jobber. 
PROTECTION OF 
for BELT ENDS 
d - Sole Manufacturers 
le FLEXIBLE STEEL LACING CO. 
’ SMOOTH ON 4616 Lexington Street Chicago, Illinois 
: BOTH SIDES In England at 135 Finsbury Pavement, 
ee - London,E.C.2 
ae ~ Aecepi No aia 
eco- - Substitutes ——— 2. — aN sa ee Ol See 
ade. os a : ‘ 
: TRADE. MARK | 
<saatebans poli XE tay | This new item has already proved itself a fast seller. Nationally 
rr advertised to over seven million housewives. Order today from 
your jobber, or write direct for samples and price list. 
| METAL SPONGE SALES CORP., Philadelphia 
« 











These are Letters 
R | We Like to Get! 


“Your nails are 
Se making good on 
race horses. 
A good tip— 
they are the 
best nails 
made today. 
Keep them 
that way! 


3 REASONS WHY REMINGTON 




















KNIVES ARE 
selling taMee “as CLE 


Bi 


i] 





1. The blades hold 
theirrazorsharp edge. 
They are made from 
steel with a higher 


OMEN appreciate the | 
| carbon content than 


extra quality in Rem- 
ington Knives. That’s why 
they sell on sight, at prices 
that permit a good margin 
of profit to you. Stock Rem- 





ordinarily used in 
stainless steel. 


| 
| ington. Quality pays. Write 2. Handles are se- 
| 





_ 





oo Nothing bet- 
X ter!” forthe complete selling story. curely fastened to the 
. blades so they will 
: ET the REMINGTON ARMS CO., INC. stay firmly in place. 
benefit of Cutlery Division, Bridgeport, Conn. 


\ Fowler & Dept. G 10 i 


Union quality, 
advertising and 
sales helps on 
all your horse 
nail sales this 
year — the 
blacksmith’s fa- 
vorite for over 
50 years! 


3. Handlesareshaped 
to fit the hand—mak- 
ing knives easier to 
use... more comfort- 


ave. 


UTILITY KNIFE 
K-1705 


Remington, 
: Full color pictures above each knife 
FOWLER & UNION HORSE NAIL CO. show the actual uses of the knives: HOUSEHOLD CUTLERY 


ifelolom UiGme-V:> Mite) -Voran: 258 a 7 - Umeha, bo storage room for reserve stock. FAMOUS FOR THEIR 
Write for information. RAZOR SHARP EDGES 
























All 3 brands A NEW DISPLAY CABINET 


5 packed in both 
‘th sae eae, Monee. THAT SELLS FOR YOU 
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MR. RETAILER---- 


We earnestly recommend that 
you ascertain which of your Job- 
bers is featuring guaranteed Tools 
of our manufacture; 


—Then have his representative 
explain what the offer is, how it is 
truly planned for helping YOUR 
interests ; 


—How your profit is assured via 
rapid sales of correctly priced Tool 
values ; 


—Sold to you necessarily in 
“deals” constituting genuine co- 
operation between you and your 
Jobber; instead of merely estab- 
lishing a difficult-to-sell high mark- 
up, and then letting you hope to 


| 


The PECK, STOW & WILCOX CO. 


Tool Mfrs. For Over a Century 
Established 1819 
SOUTHINGTON, CONNECTICUT 





SLIPKNOT 
FRICTION 
a2 


PLYMOUTH RUBBER COMPANY iw 





MANY USES—MANY SALES 


Slipknot Friction Tape is a steady 
repeat seller. Extra adhesive— 
binds tightly—holds securely. Lasts 
longest—never driesout. Edgescan- 
not ravel. in 1, 2, 4 and 8 oz. rolls. 





SLIPKNOT SOLES are easily fitted 
and attached to any size shoe. No 
nails—no stitches. Finest quality 
rubber. 


Outwear 


SLIPK, NOT SOLES) 
leather 2 to 


ing Colored 
Card with 
Tube of 
Double 
Strength 
Sole Ce- 
ment. Sizes 
for Men’s, 
Women’s 


through 
Jobbers. 
Write for 
details to 


PLYMOUTH RUBBER COMPANY; Ine. 
Largest Rubberizers of Cloth in the World 
100-200 Revere St. CANTON, MASS. 
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Sportsmen's 
Outing Show 


(Continued from page 29) 


Here retrievers gave exhibitions, 
canoeists showed their skill, fly 
casting was demonstrated and other 
water sports attracted the crowds. 
Due to the significance of this 
large show, made possible by co- 
operative endeavor among the 
varied exhibitors, it was possible 
to obtain support from local or- 
ganizations. The Police send their 
crack pistol shooting squad, the 
Boy Scouts sent troops to give ex- 
hibitions, U. S. Forest Service 
Rangers presented feats of skill at 
fire fighting. 

Assembly of so many novelties, 
as well as essentials and con- 
veniences for the perfect vacation, 
meant that a satisfactory amount 
of merchandise was sold, over and 
above the fact that this piece of 
showmanship constituted a worth- 
while advertising stunt on its own 
account. 

Exhibits of the New York Hard- 
ware Trading Company were 
shown against beautiful back- 
grounds depicting outdoor scenes. 
Beneath these were assembled on 
long benches sloping out toward 
the front of the exhibits all of the 
necessary paraphernalia for realiz- 
ing the happy vacations which the 
backgrounds suggested. Rough 
hewn logs and fir and pine boughs 
added a realistic touch to the dis- 
plays. Fish caught in the neigh- 
borhood were shown on blocks of 
ice and these stimulated interest 
in fishing tackle. 





New Design for Florence 
Oil-Burning Heaters 

The Florence Stove Co.,. Gardner, 
Mass., has developed a new design 


which will be applied to its extensive 
line of distillate (perforated sleeve) 








SJOLUNTEER 


Smothers FIRE Instantly! 
Costs Only $252 





IGGEST value ever 

offered in a_ high 
grade, REFILLABLE Fire 
extinguisher. Carbon- 
tetrachloride type. Non- 
injurious to fabrics—NO 
ACID. Projects fluid 20 
feet. Puts out any kind of 
fire at its inception, in- 
cluding oil and gasoline— 
also safe for electrical 
fires. Holds | pint. Ii 
inches over all, 2-inch 
barrel—smaller than Un- 
derwriters’ standard. 


R. E. DIETZ 
COMPANY 


NEW YORK 
Makers of Lanterns for the World 
Founded 1840 











type oil burning heaters this fall. ‘The | 


design embodies skilfull streamlined 
effects with some new finishes. Flor- 
ence designers, we are told, have de- 
veloped a new design which actually 
increases the utility of the heater, and 
at the same time establishes a thor- 
oughly modern’ but conservative appear- 
ance that is distinctive. The company 
anticipates that these heaters will be 
extremely popular with the consumer 
and with the trade. The Florence Stove 
Company has also produced a new pot- 
type heater after long experimentation 
with this type of burner. 





hn more 
places... 


of historic interest — nearer the retail 
shopping district, theatres, etc.—and com- 
bining everything in appointments, con- 

and luxuries thata modern struc- 
ture could offer—with aservice that exem- 
plifies Philadelphia's famed hospitality. 


Dhe 
BENJAMIN FRANKLIN 
PHILADELPHIA 


LARGEST UNIT IN UNITED HOTELS CHAIN 
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On A Point Of Law 
You Consult A Lawyer 


é 








. . - Not because you think him a wiser man, but because while ,you 
have been studying and working at buying and selling, he has been 
studying and working at law. 

By the same token, isn’t it likely to prove both more economical and 
more profitable to consult people who have spent more than thirty- 
five years in the study, design and manufacture of display equipment 
for every conceivable merchandising problem—when you have such 
a problem, be it large or small? 

Whatever your display or merchandising problem—whether one of 
obtaining more effective arrangement on your counter tops and in 
your sidewall units or of getting more ‘merchandise on display in 
your present space—our experience in having assisted successfully a 
great number of hardware merchants, will enable 
us to be of service. 

Help us to help you, by acquainting us with 
your needs. Write today. It will not obligate 
you. 








@ THE NEW BROWNIE AIl- 
Wave Antenna sells easily with 
every set — and keeps the set sold, For fine 
short wave reception is impossible without an 
all-wave antenna. The Brownie is one of the finest 
antennae on the market today. We challenge a comparison 
for distance, volume, clarity and freedom from interference. 


The ANTENNA that Carries a Profit for the Dealer 


Hook up a Brownie on a set in your showroom. Demonstrate 
its many superiorities. You will find it a quick money maker 
for there’s a real profit on every Brownie you sell. _ 

The Brownie is manufactured by a famous old line maker 
in the electrical field. It is constructed on the Balanced Doublet 
System with a new, super-efficient, matching transformer. Comes 
complete with necessary accessories for quick installation. 
Cash in on the national advertising campaign, starting soon in 
Colliers and the Saturday Evening Post. Write today for our 


quick — profit making deal. 
PORCELAIN PRODUCTS, INC. Dept.C FINDLAY, OHIO 
















SHAWMUT BLAC-LINK FUSES are 
packed in this compelling display con- 
tainer... Display it and profit! 


THE CHASE-SHAWMUT CO. 


NEWBURYPORT - MASS. 
eS 


FUSS Ge Se CLAktists 


JULY 18, 1935 


SELL WATER SYSTEMS 


that PROTECT YOUR PROFIT! 






Deming offers you every- 
thing you need to make and 
protect water system profits. 
Two of many outstanding 
Deming VALUES in Water 
Systems are illustrated. 





For Shallow Wells 


For Deep Wells 
Deming Fig. 562 
The Deming — Te 
pe ra Worm Drive 
Marvelette Water System 


$49.50 and up $95.00 and up 





| Bae, 


F.O.B. SALEM, OHIO 


Full Cushioned Power. 
Noiseless. Automatic 
Air Control. Repul- 
sion-Induction Motor. 
Stainless Steel Piston 
Rod. Capacity 250 
gallons per hour. 





F.0.B. SALEM, OHIO 


Ball bearing equip- 
ped. 5 inch stroke. 
Exceptionally quiet in 
operation. All work- 
ing parts fully en- 
closed. CYLINDER 
REGULARLY included 
in list prices. 


Write for complete information 











THE DEMING COMPANY 


605 BROADWAY e e 


MANUFACTURERS 


SALEM, OHIO 


1880 
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S— 
Make Square Frames 


Now is the time to cash in on big Micklin Corner 
sales! Large users, such as Theatres, Sign Men, 
Hotels. Display Men, Hospitals, ete., buy as many 
as 1000 and more Corners at a time. No sales 
arguments needed—they buy on sight—and come 
back for more. There's volume business in your 
town. Tell your salesmen to call on these large 
Micklin Corner users today! 


Carpenters, home owners, wood workers. florists, 
farmers, and poultry raisers also use Micklin 
Corners. Micklin Dual Corners make true. rigid, 
right angle joints without mitering or mortising. 
Micklin Single Corners strengthen saggy and 
wobbly joints quickly, easily and permanently. 


Take advantage of this fast selling item. Sales 
helps of all kinds, including attractive counter 
display, furnished without charge. Order from 
your jobber today—or write for samples and full 
particulars, giving jobber’s name. 


MICKLIN MFG. CO. 


DEP’T 57 OMAHA, NEBR. 














Look for the Arm and Hammer 








Pipe Wrenches 





10 Extra Sales Points 


This patented all - steel ARMSTRONG 
BROS. pipe wrench has 10 important im- 
provements—10 extra sales points. The 
clumsy nut housing has been_ eliminated 
and with it the flat springs. Heavy lugs 
forged on the handle take any side strain. 
Replaceable tool steel jaws; a nut that 
can’t fall out; and a self- cleanin — and- 
socket action. . . . Cadmium pla 

ant perfect balance—the ‘‘feel”’ that closes 


<RMSTRONG BROS. Chain Wrenches have 
jaws of special steel, drop forged, hardened, 
tempered and tested. Handles are forged 
and chains proof-tested (3,600 to a 4 
Ib.). They come in sizes to 7 ft. 
Standard or Reversible Jaws. 
Write for Catalog 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U. S. A. 
New York Sales Office: 109 Lafayette Street 
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A. E. Allen's 
Message 


(Continued from page 40) 


kinds. From every side the public 
is being educated in the advan- 
tages of electricity and invited to 
buy appliances. The Government 
publicity alone is a tremendous 
factor. Financing by the Electric 
Home and Farm Authority, while 
it is now limited to certain areas, 
may be spread out more widely in 
the near future. More publicity 
and financing is offered by the 
Federal Housing Administration. 
All these activities are making it 
possible for people to buy major 
electric appliances on financing 
terms which hitherto have been im- 
possible. Add to this Government 
activity the millions of dollars of 
publicity of all kinds that is be- 
ing put before the public daily 
by the utilities and electrical man- 
ufacturers. We are already in a 
great electric appliance market and 
1935 will show big gains over 
1934. Why not share in this? We 
in the electrical industry want you 
and need you to help us meet this 
market. Won’t the hardware in- 
dustry join hands with the elec- 
tric industry in helping to lead 
the way back to prosperity? 


Curtis Indirect Lighting 
Luminaries Handbook 


Curtis Handbook on Indirect Light- 
ing Luminaires introduces modern, dis- 
tinctively styled Luminaires which pro- 
vide uniform indirect lighting. It con- 
tains new ideas, materials and designs. 
Special attention is accorded indirect 
lighting for schools, stores, offices, res- 
taurants, etc., and many interesting 
applications will suggest other uses for 
the Luminaires. Descriptions of Lu- 
minaires are accompanied by large pho- 
tographs of the fixtures as actually in- 
stalled. Features are: “Edge-Ray” 
Luminaries of “LunaX” aluminum; 
color lighting for louvered bowls; con- 
venient pedestal lighting for rooms 
wherein hanging fixtures are not. ap- 
propriate or convenient; attractive wall 
brackets in silvery aluminum and two- 
tone bronze; “Dua-Light” for hospital 
lighting; “Glo-Ray” for stair and cor- 
ridor illumination; “Iris” for direct, 
diffused lighting on counters; and sup- 
plementary information on other Curtis 
equipment. Conveniently indexed. 
Serial 808, Handbook “H,” Curtis 
Lighting, Inc., Chicago, Ill. 





KITCHEN 





VENTILATOR 
Only 35.95 


Electro- Way - Vent-Fan 
expels hot, grease-laden 
air through chimney. 
Low cost air condition- 
ing. Cleans kitchen walls. 
Removes cooking odors. 
Complete with new, im- 
proved motor, fan, cord 
and connections. No in- 
stallation cost. Hand- 
some sepeezance. Write 
for FREE Folder. 
wae MFG6. CO. 
107 E. Milwaukee 
Detroit, Mich. 














ae 


Belt Lacing 


A Better Lacing —20% Stron me Se 
This is the lacing to a to 
recommend for any job, build 
business. Every eae fea- 
ture; Treated Steel (20% Strong- 
er), 2-piece Hinged Rocker Pins, 
8 sizes. Put on with hammer in 
fow minutes. In boxes or 
“‘Handy Packages.’’ Profitable. 


Write for Circular, Prices. 
ee -Bray & Co. 


304 N ~——. 4 
CHICAGO, 





















The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
596 Atlantic Ave., Besten, Mass. 








ROCHESTER 
SASH BALANCES 


Have over FORTY 
YEARS’ EXPERIENCE 
built into them. 


O0eLtTs : We have it. 

ERVICE: We give it. 
SATISFACTION GUAR- 
ANTEED. 


Write for prices. 
Reechester Sash Balance Co., ine. 
Rochester, N. Y. 

















A_GOOD SELLER! 
Gardiner Repair - All 


handy full size j- 
hold packages retails 
at 18 cents — meets 


chain store prices and 
allows full margin of 


profit. 

its high quality as- 
sures _ satisfied cus- 
tomers. Packed in at- 
tractive cartons for 
counter display. 

Be sure to specify 
——— => ordering 
Also avail- a 

able in 1, 5 a METAL co. 
and 20 lb. So. Campbell Ave., 
spools. Chicago, I11. 


















KS@ "CMM NAIL 
6. C IPPE RS 


MOUNTED ON THIS 
__ "SALESMAN" 
Colorful, fast-selling dis- 
play holds doz. clippers @ 
35¢ ea. Good profit. Ask 
your jebber. Send for cata- 
log price sheet. 
The H.C. COOK CO. 
ANSONIA, CONN. 
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